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B. A.-I. S. 1921 with 
N. W. Ayer & Son 
“Beware the Jabberwock, my son, 
The jaws that bite, the claws that catch, 
Beware the Jub Jub bird, and shun 
The fumious Brandersnatch.” 


ON 


N all sides one meets manufacturers with 
competitive chills. The other fellow’s 
quality, his lines, his prices are fearsome Ogres. 
But there are exceptions. In the vocabulary 
of The Miller Rubber Company, of Akron, 
Ohio, there is no such word as competitor. 
Thirty years they have traveled on a single- 
track road without a switch or a spur. Boiled 
down to the fewest possible words their princi- 
ple is—To make the finest merchandise that 
knowledge, best materials and thorough work- 
manship allow—then put a price on it that 
produces a fair manufacturing profit, a fair 
dealer profit and gives the consumer the utmost 
quality that money will buy. 

Miller advertising is a reflection of this 
manufacturing policy which has brought them 
in the last ten years from thirty-second place 
in automobile tires to fellowship among the 
five big leaders. In it you will find no sug- 
gestion of “Keeping Up with the Joneses.” It 
is the Simon-pure “Low down,” man-to-man, 
on Miller facts. 
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FEDERATION 
—an Interrupting Idea 
for Advertisers 


Feperat believes that no man, how- 
ever endowed and experienced in 
Advertising, can know it all. 


FEDERATION is a method of advertis- 
ing agency organization which com: 
bines personal service with organiza- 
tion power. Our brochure “Federa- 
tion” will be sent to executives in 
terested in learning how federation 
with FEDERAL can develop power to 
move the markets of the world. 


May we send you a copy? 


@ FEDERAL 


dvertising Agency Inc. 
6 East 39 #St. New York, 
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Making Good witha New Business 
in an Off-Year 


How W. C. Durant, Famous Organizer, Became Sold on Advertising 
in 1921 
Based on an Interview by Roy Dickinson with 


W. C. Durant 


President, Durant Motors, Inc. 


MAN who has always made 

his greatest strides in pe- 
riods of depression is worth 
watching. A man who will build 
two and buy three great automo- 
bile plants at a time, when most 
other business men are pulling in 
their horns, offers an inspiration 
to the timid and the pessimisti- 
cally inclined. And when that 
man is W. C. Durant, one of the 
greatest forces of America in the 
upbuilding of America’s second 
largest industry, who really be- 
came sold on the force of ad- 
vertising for the first time in 
his long career in 1921, through 
some amazing results which he se- 
cured, then that story becomes of 
particular significance to men 
who are interested in advertising 
everywhere. And when, in the 
first 141 days of actual operation, 
he secures dealers contracts for 
30842 cars during a _ period 
in which buyers are popularly 
supposed to be doing without any- 
thing, the story should be taken to 
heart by every man who is still 
holding back, for one reason or 
another, 

Times of depression have al- 
ways been turned into times of 
opportunity by Mr. Durant. Orig- 
inally a carriage manufacturer and 
financier, in 1904 he took over the 
control of the Buick Automobile 
Company at a time when it had 
made only sixteen machines. Even 


Table of Contents on page 182 


before that, at the age of twenty- 
one, he took over the Flint City 
Water Works and put that com- 
pany on its feet when it had been 
through a period of financial en- 
tanglements. In that year of 1904, 
when he got through straighten- 
ing out the affairs of the Buick 
company, there was about $75,000 
left over. In 1907, in the midst of 
the panic, he was able to put back 
$1,000,000 out of the past three 
years’ earnings profit into the 
Buick plant, and thus start the 
foundation of the company, which 
is still the backbone of the Gen- 
eral Motors group. In 1908, when 
most business men, after the big 
panic which hit them the year be- 
fore, considered themselves lucky 
if they had any money, Mr. Du- 
rant had enough money in the 
treasury of the Buick plant to buy 
out the Cadillac Company, the 
Oakland Motor Car Company, the 
Oldsmobile Motor Company and 
Northway Motors, which, with 
the original Buick company, were 
the nucleus of the General Motors 
Corporation, formed in 1908. 
There was another period of de- 
pression toward the end of 1910 
and running over into 1911. Dur- 
ing that time Mr. Durant organ- 
ized the Chevrolet Company as an 
engineering company. Soon after, 
he took over. a defunct carriage 
plant, and as a venture indepen- 
dent of the General Motors Cor- 








4 PRINTERS’ 


s 
poration, started manufacturing in 
1912, at a time when motor stocks 
were excessively low in price, 
General Motors selling at about 
one-twenty-fifth the amount it 
now brings. Four years later, in 
1916, the Chevrolet Motor Com- 
pany had assets as of December 3, 
of $97,274,713, seventy-five per 
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November, 1920, control of the 
General Motors Corporation passed 
into other hands after a “slight 
disagreement.” 

Yet the idea of going ahead 
when other people were sitting 
back, stuck with him. In the past, 
having made his greatest strides 
in periods of depression, he saw 
no reason why 1921 


a was a year in which 


he should change 
from an optimist into 
a pessimist. In what 
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| 
|} was perhaps the 
|} worst period of the 
| depression, along in 
| January, he started t 
organize Durant Mo- 
tors. The raising of 
the money to start 
| this new corporation 
| ata time when money 
was so hard to get 
|} makes an interesting 
jj story in the history of 
direct-by-mail adver 
| tising. I saw the let- 
ter which _ brought 
| home the bacon. It 
| was a letter written 
by a man to people 
} 


eonomy 


. aaa sei he knew believed in 
lols him, and friendliness 
was its keynote. It 

didn’t have much 








AN ADVERTISEMENT WHICH HELPED SELL $ 
OF CARS IN THREE DAYS 


cent of it easily convertible into 
cash. Here, again, as a resuit of 
what was ordinarily a period of 
depression, in 1910 and 1911, Mr. 
Durant, through his go-ahead 
and progressive spirit, managed to 
turn little or nothing into $97,000,- 
000, and he took a period to do 
this converting which most other 
men would label as “bad times.” 
It is a matter of public knowledge 
that it was through the Chevrolet, 
which he organized out of a de- 
funct carriage company, that he 
was able to regain control of 
General Motors in 1915, and that 
the Buick company, of which he 
secured control when it had made 
but sixteen cars, still forms the 
backbone of the sales of the great 
General Motors Corporation. 
The public also knows how, in 


150,000 wortu, “jazz” in it, and there 
weren’t many long 
words, but it carried 
over the impression of sincerity 
It told his friends that they 
could come into the company 
on exactly the same basis upon 
which he had come in, that 
there were no bonuses, no promo- 
tion fees, and no steck given to 
people for experience, past per- 
formances or any other reason. 
The letter had a definite product 
to sell. This product was an issue 
of a half million shares of no par 
vatue in Durant Motors, Inc., and 
the letter proves that a frank 
statement, appealing for Co- 
operation, on the basis of accom- 
plishment, pays. The half million 
shares were oversubscribed within 
forty-eight hours. In the subse- 
quent month, four separate manu- 
facturing companies were organ- 
ized on the same sort of basis, all 
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AComplete Agency Service 
in Canada— 


HE importance of the Canadian market with its 

normal but real problems, has justified a complete 
agency service in Canada. To meet the needs of this 
situation, the H..K. McCann Company, Limited, was 
established as a Canadian Company. 


Weare prepared, from the 
Canadian viewpoint, to 
give advertising counsel, 
do research work and help 
plan sales campaigns. 


Marketing in Canada may 
require that you make 
changes in your sales or 
advertising methods but, 
if so, our experience is at 
your service. 


If it is advisable to revise 
the designs of your con- 
tainers and cartons, our 


art department is qualified 
to assist. 


With a complete organiza- 
tion, with our knowledge 
of Canadian conditions, 
and our breadth of expe- 
rience in advertising prob- 
lems generally, we are able 
to give agency service in 
Canadaits fullestmeaning. 


If you are considering the 
Canadian market, we will 
appreciate hearing from 
you. 


The H.K.MSCANN COMPANY LIMITED 


TORONTO 


CANADA 
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s 
of them in a period of acute de- 
pression, when money was ex- 
tremely hard to secure, especially 
from banks, as every business man 
knows. 

The first of these operating 
companies was the Durant Motor 
Company of New York, which 
took form in the latter part of 
February of this year. Mr. Du- 
rant, first of all, fixed a price for 
his product that he thought was 
right. He had in mind a motor 
car to sell at around the $1,000 
mark. He then started after the 
production of a car. An experi- 
mental department in the Long 
Island factory, containing about 
a half million square feet of 
working area, worked overtime 
and evolved an automobile. It 
was not until May of this year 
that a sales manager was ap- 
pointed, and it took him a month 
or two to get his plans under 
way. In July of this year the 
first automobile was ready for in- 
spection at the Long Island plant, 
and about this time an advertise- 
ment was run in the trade press 
that an opportunity would be of- 
fered to purchase a “very good 
motor car at a very moderate 
price.” It was just after the New 
York and district distributor had 
been appointed that an incident 
happened which sold Mr. Durant 
on the force of advertising. 


THE TEST OF ADVERTISING 


As many an advertising man 
well knows, in his past history Mr. 
Durant was never noted as a 
great booster for advertising. He 
thought more along production 
lines, and he caused many an ad- 
vertising man _ sleepless nights 
thinking up ways to sell him. 
This time he _ sold himself. 
Twelve - hundred -line advertise- 
ments were placed in all the 
morning and evening papers in 
New York City and vicinity, stat- 
ing that on the following Monday 
morning the new Durant car 
would be on view at the Broadway 
salesrooms of his New York dis- 
tributor. The result was amazing. 
It is a well-known fact that in- 
terest in automobiles was at a 
pretty low ebb in August, and yet 
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more than 15,000 people inspected 
the new car during the first three 
days of its showing at the sales- 
room. And it wasn’t all a curi- 
osity crowd, either. Cars were 
sold amounting to one hundred 
and fifty thousand dollars at re- 
tail during the first three days and 
applications were received from 
more than 100 of the leading deal- 
ers in the Metropolitan district 
for the right to handle the car, 
This was conclusive proof to Mr, 
Durant that advertising would pay 
him, and it has influenced him 
considerably in his later sales 
plans. It should be stated, though, 
that recognizing the news value of 
the subject, the automobile trade 
papers devoted considerable edi- 
torial space to Durant Motors 
commencing early in the summer, 
and paid advertising had appeared 
in at least one of the motor pub 
lications. 

The sales manager got busy at 
about that time’and he discovered 
the announcement had also had a 
great dealer effect. He was of- 
fered practically the pick of the 
territory. Instead of having to 
go out and find a livery stable 
man, for instance, who might 
make a good automobile distribu- 
tor, he found that there was keen 
competition on the part of deal- 
ers of standing for the right to 
handle the new car. This great 
interest aroused by advertising 
a large list of newspapers was nol 
a flash in the pan. 

The-date of the showing of this 
first car was August 4, 1921. The 
actual signing of contracts for 
territory with the distributors 
whose interest had~been aroused 
was started about September |, 
1921. Up to and including Octo- 
ber 22, 1921, a total of 141 work- 
ing days, the sales manager, as he 
stated recently, signed contracts 
with deposits and signed ship- 
ping orders for 24,817 Durant 
four-cylinder automobiles, and 
6,025 Durant six-cylinder automo 
biles, or a total of 30,842 machines 
These contracts specified deliver- 
ies dating from November 1, 1921, 

‘ ‘ae » 21, 1922, 
up to and including July 21, . 
a period of nine months. All o! 
this business was obtained without 
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Do You Want More 
Than Reader 


RECEPTIVITY? 


Women readers go through 
Needlecraft each month from cover 
to cover, looking for suggestions 
that will help them in making their 
own clothes, the children’s clothes 
—indeed, every sort of sewing. 


Editorial and advertising pages alike. 


They have too vivid a remembrance 
of valuable suggestions from the 
advertisements, to miss a single one. 


The readers of 


NEEDLECRAFT 
MAGAZINE 


pay for it yearly in advance. They 
regard it as an investment which 
pays money-saving dividends. 


“One Woman Tells Another” 
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the assistance of traveling men. to 
sign up distributors, all contracts 
being negotiated in the office of 
the com- 
pany’s Long Island plant. The 
volume of business represented by 
these contracts is approximately 
$31,000,000, and the total expense, 
including both the sales and ser- 
vice departments, from the time 
the departments were formed was 
$15,416.94, or a sales cost of one- 


the sales manager at 


twentieth of one per cent. 


The sales manager of the Du- 
rant Motors Co., of New York, 
M. B. Leahy, also stated over his 
affidavit in paid advertising space: 

“1, That the portion of the ter- 
not contracted for, and 
which will be closed within the 
next thirty days, will, in my judg- 
ment, produce contracts for not 


ritory 


less than 5,000 automobiles. 


“2. That the territory controlled 
by the one company (Durant Mo- 
tors Company of New York) is 
less than one-quarter of the do- 
territory covered by the 


mestic 
other companies mentioned. 
“3. That on 


tracted production for Durant 
Motors Company of New York, 
the entire territory would produce 
a volume of business requiring the 
production of 140,000 automobiles 
in the next nine months. 

“4. That contracts for 6,025 six- 
cylinder cars, to be manufactured 
by the Durant Motor Company of 
Indiana, were executed without 
one cent of expense to that 
company.” 

Sworn statements by the sales 
manager in paid advertising space 
add a new note to current auto- 
mobile copy. 

And when a big manufacturer, 


after years of honest doubt, 
finally decides that advertising 
pays mightily, especially in pe- 


riods of depression, interesting 
things are to be expected. 

Mr. Durant says it is too early 
to make formal announcement of 
his advertising plans. He is the 
sort of man who does the thing 
first and makes the announcement 
later. From the fact that he has 
established five new plants in a 
year of depression, and has seen 
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the basis of the 
35,000 automobiles as a total con- 
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an advertising campaign in the 
newspapers of one locality help 
sell $150,000 worth of cars, it js 
safe to assume that his advertis- 
ing plans will tie up with his sales 
philosophy. 

And Mr. Durant has been called 
“America’s greatest optimist, past, 
present and future, of the motor- 
car industry.” 


Will Head Department of 
Omaha Agency 


R. R. Foster, who has been with the 
Chicago office of the Campbell-Ewald 
Co., Detroit advertising agency, has 
joined the Bloodhard-Soat Company, 
Omaha, where he will have charge of 
the copy and plan department. Prior 
to going with the Campbell-Ewald com- 
pany, Mr. Foster was for seven years 
advertising manager of the Twentieth 
Century Farmer, Omaha. 


New Mail-Order Accounts for 
Guenther-Glaze Agency 


The Guenther-Glaze Advertising 
Agency, St. Joseph, Mo., recently 
secured the advertising of the H. & M. 
Harness Co. and Duve the Harness 
Man, both of St. Joseph. These con 
cerns sell harness by mail and will 
use farm papers in the Middle West this 
A list will be made up later. 


season. 


Los Angeles Agency Obtains 
New Accounts 


The R. C. Buchanan Company, Inc. 
Los Angeles, has secured the account 
of the California Alfalfa Products Com 
pany, maker of candies, soaps and cos 
metics. Other new accounts of this 
agency are W. C. Cunningham, the 
Colvin Manufacturing Company and the 
California Sprayer Company. 


B. B. Pinco with Crescent 
Knitting Corp. 

B. B. Pinco has joined the Crescent 
Knitting Corporation and will have 
charge of this company’s advertising 
and sales promotion work. Mr. Pine 
has been with the advertising depart 
ment of Women’s Wear, New York, for 
the last two years. He will begin his 
new duties this week 


R. R. DeLong Joins Agency 
in Montreal 


R. R. DeLong has left the Consoli 
dated Advertising Service. oronto, 
Canada, and is now with the Sydney 
S. Bowman Company, Montreal e 
was in charge of the Montreal office of 
the former company. Mr. DeLong has 
been made a director of the Bowman 


agency 
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Finding a New Market for Scales in 


nd Schools 


Advertising to Link Daily Weighing 


with Guarding of Physical Health 


Fairbanks Company Uses National 
[* is interesting to note how The 

Fairbanks Company is advertis- 
ing its health scales for use in 
schools and homes. 
panying illustration, taken from a 
series now running in national 
mediums, shows how 


The accom- 


manufacturing company; then 
came into being Fairbanks, Morse 
& Co., the selling organization for 
Chicago and all points West; and 
The Fairbanks Company, another 
selling organization for the East, 





the company presents 
the idea to the public 
and indicates at the 
same time something 

of the company’s mer- 
chandising plan—but 
not much, Indeed, 
the advertisement is 
as notable for what 
it does not say as for 
what it says. 

Take a look at it. 
Who published this 
advertisement? It 
contains no_ signa- 
ture. The words, 
“Fairbanks Scales,” 
appear twice in the 
trade-mark device and 
two addresses are 
given, but the reader 
is left to work out 
for himself just how 
to address a request 
for the descriptive 
folder referred to in 
the text of the adver- 
tisement. 

Who makes Fair- 
banks Scales? Doug- 


las Fairbanks, N. K. A NEW 
Fairbanks, or Fair- 

banks Scales Com- 

pany? 


Suppose you decide to address 
your communication, “Fairbanks 
Scales Co., Broome and Lafayette 
Streets, New York.” You will 
receive a descriptive folder that 
bears the name in large type, 
Fairbanks, Morse & Co. (Incor- 
porated), and just above it in 


type extremely small “( Copyright, 
1921, by E. & T. Fairbanks & 
eh ‘ 

There are three companies, the 
original or parent concern, E. & 
: oe 


Fairbanks & Co., which is the 


Dail y Weaghing 
Guards Health 


gh 








APPROACHED WITH 
HEALTH APPEAL 


MARKET FOR SCALES, 


In course of time Fairbanks 
Morse & Co., became the domi- 
nating or controlling interest ™ 
the parent company. é 
The campaign from which the 
accompanying advertisement 1 
taken has dealt in succession with 
various products of the company, 
such as scales for industrial uses, 
engines and machinery. More- 
over, the company has been sell- 
ing its health scales, or those 
designed for human use exclu- 
sively, of which one style is shown 
in the advertisement herewith, to 
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Who keeps the 
phonograph 
| going 

Who keeps buying new | 


records and keeps wear- 
ing the machine out? 





Which family first buys 
a phonograph—one with 
children or one without? 









| 





Not many things are so 
obviously a big-family 
product as a phonograph 
and its records. | 


The Manufacturer who 
makes sure of the favor 
of a// the family is surer 
of selling that family. 


It costs no more to advertise to a 
family than to an individual. 





COMPANION 


For All the Family 
BOSTON, MASSACHUSETTS 


New York Office : Chicago Office : 
1701 Flatiron Building 22 So. Michigan Blvd. 
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public institutions such as hospi- 
tals, gymnasiums, clubs and ‘hotels 
for years. The great home mar- 
ket and the use of scales in pub- 
lic schools is the particular field 
aimed at in this advertisement, 
and it is this use for scales and 
the way in which The Fairbanks 
Company, of New York, is selling 
them on the basis of a health 
argument, that is of interest to 
advertisers and suggestive of how 
manufacturers of other articles 
originally sold in bulk or for in- 
dustrial uses may modify their 
goods for use in the home. 

It seems strange at first thought 
to ask a man to buy a scale for 
his health’s sake. More reason- 
able, you would think, to urge it 
for a half-dozen other reasons, 
as, it will give your bathroom a 
tone all its own; or, its presence 
in the home will act as a deterrent 
on your wife’s appetite and keep 
her thin, saving the expense of 
overeating, dyspepsia, and other 
related modern devices for spend- 
ing money. 

But the health argument is thor- 
oughly sound and convincing, as 
you can judge for yourself by 
reading the text of the current 
advertisement under the caption, 
“Daily Weighing Guards Health.” 

The next interesting question is, 
How does The Fairbanks Com- 
pany sell the prospect? You read 
in the advertisement that there 
are offices in New York and Chi- 
cago “and forty other principal 
cities in the U. S.” You decide, 
after a careful study of the bath- 
room scene reproduced in the 
lower left-hand corner of the ad- 
vertisement that you would like 
to have such a scale in your bath- 
room. How are you going to get 
it? If you live in New York and 
Chicago, you can at least find out 
by telephone. If you don’t, you 
will do either one of two things, 
write for the descriptive folder 
referred to in the advertisement, 
or walk into the nearest hardware 
or department store and inquire. 
The Fairbanks Company has its 
own sales office in every city of 
large and medium size. In a 
word, you can buy a Fairbanks 
scale as you please, by mail, from 
a Fairbanks sales office or from 
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a dealer. Sales are 
in any way. 

In response to a mail request 
the inquirer receives the four. 
page descriptive folder and 
“height and weight chart.” The 
folder shows on the first page the 
scale shown in the advertisement, 
or the “Fairbanks Health Scale 
with full capacity beam” ; ON page 
two, the portable scale is shown 
which is of less bulky design, so 
that it may be easily transported 
from school to school. On the 
third page is the Fairbanks Clinic 
Scale for weighing infants and 
children, used by medical and 
school authorities in connection 
with child development work, and 
on the last page the Fairbanks In- 
fant Scale. As the latter is de- 
signed for home use also, the 
description is interesting: 

“The modern mother appre- 
ciates as thoroughly as the nurse 
or physician the value of carefully 
weighing the infant. This Fair- 
banks Infant Scale is an accurate 
and sensitive means of maintain- 
ing weight records to safeguard 
babies’ health, and at the same 
time is an ornament to the nur- 
sery or bedroom of any home.” 

The institutional aspect of the 
current campaign should not, of 
course, be lost sight of in a study 
of its effectiveness for specific 
products. Herein lies an explana- 
tion of why it may have been 
deemed advisable to omit all ref- 
erence to company names in the 
advertising, which might only con- 
fuse the prospect, and to make the 
reader remember only the phrase 
“Fairbanks Scales, which, if it 
remains with the prospect at all, 
can safely be depended upon to 


not restricted 


lead him to a Fairbanks scale 
whether in a dealer’s store, a 
sales office of the company, or at 


headquarters by mail. 


Newspaper Campaign for 
King’s Food Products 


A newspaper advertising campaign ¢ 
the King’s Food Products Company 
ortland, Ore., is soon to start under 
the direction of the Hall & Emory 
Agency, Inc., Portland. King’s prod 
ucts are dehydrated fruits and vere 
tables. Space will be used in 
Middle West. Southwest and several of 
the Eastern marketing centres. 
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In one only of the two large Buf- 
falo evening newspapers during the 


month of October, there appeared 
copy for no less than nine nationally 
advertised cigars, viz.: Blackstone, 
Gerard, White Owl, El Producto, 
Meditation, New Currency, Robert 
Emmet, La Palina and R. G. Dun, 
ind not a single cigar advertise- 
ment in The Buffalo Evening 
TIMES with over 80,000 circulation 
daily. 


On certain days copy for as many 
as FIVE of these brands appeared 
simultaneously; each competing for 
a share of that one newspaper’s 
buying power only. 


This copy was placed on the easy 
?) theory of using only the largest 
evening circulation and that is how 
it worked out. 


And all the time the other half 
if the Buffalo field, covered by The 
Buffalo Evening TIMES with over 
80,000 circulation daily, was left ab- 


while they were scrambling like 
football players for about 50% only 
of the available Buffalo market. 


It is a very strange thing that 
both the world famed smoking to- 
bacco and cigarette manufacturers 
all feel it is necessary and profitable 
to use not one but BOTH the two 
large evening papers in Buffalo—the 
combination used by ALL large local 
advertisers no matter what their line 
of business. 


Mark Twain claimed to be a 
moderate smoker because he said he 
only smoked one cigar at a time. 
Have a heart, cigar advertisers, most 
men are like Mark Twain in this 
respect. Why try to make smoked 
herrings of them—it can’t be done 
and, besides, just think what the re- 
sults will be for the first one or two 
cigar men that wake up and have 
the entire 80,000 Buffalo TIMES 
field all to themselves. 


Let us see now who will be the 


solutely uncovered and untouched by live ones in this cigar bunch to 
these ambitious cigar advertisers, wake up! 

si” BUFFALO TIMES Sx 
Daily Sunday 


VERREE & CONKLIN, INC. 


NEW YORK CHICAGO 





DETROIT , PORTLAND, ORE. 
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Fool’s Gold 


How I Sold You Your 
Fake Mining Stock 
4s told to 
Edward H. Smith 











| YOU may despise the confidence 
man. But he despues you still 
more heartily. The celebrated con 
man who gave the facts for this article 
to Edward H_ Smith has his own opin- 
ton of the people who make him neh 
He does not think of the sul 
cituzens, of the unprotected widows, 
or the young family men who buy his 
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A celebrated confidence 
man told Edward H.Smith 











_ 





just how he sells fake 
mining stock to the sub- 
stantial citizens he calls 
“Sudgeons” and “boobs” 
and “come-ons.” 


“Fool’s Gold,” in Collier’s 
for December 3, is full of 
the kind of information 
that saves money for the 
individual. 


Collier's 


THE ‘NATIONAL “WEEKLY 
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ting initial distribution. th 
It stands to reason that with the assistance of a Guide which is song 
the outcome of our personal checkup, and in which only active, live dad 
prospects are listed, a quick and accurate canvass of the city can be in hk. 
effected, in less time and at less cost. aes 
Send your representative in for our Cobblers Route List! It is — 
gtatis to manufacturers everywhere. Through it you can canvass all the one | 
worthwhile Cobblers in Baltimore. An through strong, forceful ing t 
advertising in The NEWS and The AMERICAN, the city’s great eh 
Associated Press Papers, you can create a healthy volume of sales and : orga 

establish your product in this market. | the 
yf tl 

Combined circulation, daily and Sunday—180,000: Rates, on 1000 line cone ’ H 


tract, 30¢ daily, 35¢ Sunday. Amencan Rotagravure, 35c per line flat. neat 


says 


THE BALTIMORE NEWS isl 


Evening. Daily And Sunday. Cru 


of ; 


Ghe Baltimore American es 


Morning, Daily And Sunday. a 


of | 





DAN A. CARROLL 


Hs .. . E. LUTZ ° mat 
astern Kepresentative est epresentative ure 
150 Nassau Street { i g First Nat'l Bank Bidg. pac 
New York A Chicago 


“, 
Advertising Manager 4 ar 








1921 








Selling Buried Treasure by 
Advertising 


Mr. Barbosa, of Palmital, 
HE copy man in the third last 
cubbyhole to the left as you 

go down the main aisle of the 

agency office has often been heard 
to lament about his job. “What 
chance is there for good writing, 
or what romance do they expect 
me to find in a piece of coal, 

double suction turbine pump, an 
indestructible magnetic chuck, or 
an adding machine?” ‘That par- 
ticular copy man should have had 
the chance that was offered to 

Mr. Barbosa, chemist, of Palmital, 

Brazil, although one may sus- 

pect that he wouldn’t have made 

quite as good ‘a job. 

Mr. Barbosa had hidden treas- 
ure to sell, and instead of allow- 
ing his imagination to run riot 
with his pen, he stuck closely to 
the rule of “Old Man Specific.” 
The result of his effort appeared 
recently in the New York Com- 
mercial. The thing he was sell- 
ing was buried treasure in Trini- 
dad and he stuck to definite facts 
in his writing. 

His “lead” stated that he was in 
possession of a route, over the 
autograph of a British marine of- 
ficer who, after having murdered 
one of his companions, and escap- 
ing the hands of justice, became a 
pirate, and that Mr. Barbosa 
wished to find someone who would 
organize an expedition to go to 
the Island of Trinidad in search 
of the treasure left by this pirate. 

He works in his follow-up 
neatly. “Several expeditions,” he 
says, “headed by English and 
Americ ans have already visited the 
Island of Trinidad (refer to ‘The 
Cruise of the Alert,’ the narrative 
of a search for treasure on the 
desert Island of Trinidad, by E. F. 
Knight). These expeditions did 
not, however, follow the _ right 
track as described by the old Chief 
of Pirates, who has marked mathe- 
matically the spot where the treas- 
ure is buried. “Among. the 
packages buried,” he continues, 
“are 63 blocks of solid silver, 


Writes Some Unusual Copy 
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6”x2”x4", 11 barrels of coins, 2 
large open boxes containing 81 
small bars of gold, a clock case 
full of jewels, 2 short bags tied 
and sealed containing precious 
stones, and a tea chest full of 
broken jewels, and 2 tin cases of 
gold dust, being the fruit of many 
years of piracy. * 

Surely, “Old Man Specific” him- 
self could not improve upon this 
Brazilian copy writer who had the 
opportunity to soar into the realms 
of poesy. And then he gets right 
down to business. “The expenses 
of the expedition will be as fol- 
lows: 


Tramapoertation .cccccccescccces $5,000 
30 WerktneR cccccccccccccccece 1,200 
h PEND 0660 000000508000 200 
5 DE cc ncccccescoacence 1,000 
Food, barracks, tools, etc....... 2,000 


“The expedition,” he continues, 
“will remain two months on the 
island, and the man in possession 
of the exact route will accompany 
the expedition, having right in the 
fourth part of the treasure in case 
same may be found.” The reader 
is urged to reply to Mr. Barbosa 
for further particulars. 

This copy treatment of buried 
treasure is respectfully submitted 
to copy men everywhere, who may 
be yearning for a romantic subject 
upon which to try their writing 
skill 

Add Mr. Barbosa, of Palmital, 
to the group of serious thinkers 


among copy men who follow in 
the footsteps of “Old Man Spe- 
cific.” 


Velogen Account for Frank 


_ 
Seaman 
The Allied Drug & Chemical Com 
pany, New York, maker of “Velogen, ” 
has placed its account with Frank Sea 
man, Inc. 


Joins Staff of Phelps Pub. Co. 
added to the 
Phe'ps 
Mass 


Gove Compton has been 
Chicago advertising staff of the 
Publishing Company, Springfield, 








How Can the Advertising Agent 
Help Manufacturers in Their 
General Problems of Business? 


The Agent’s Experience Can Often Help in the Solution of Many 
Problems Other Than Those Strictly Relating to Advertising 


By Floyd Y. Keeler 


Ow often have you heard dis- 
cussed among advertisers the 
evils of the agency system, or 
among agents the ethics of the 
agency system? 

You have heard many such dis- 
cussions, surely ; but have you ever 
heard a satisfactory definition of 
the so-called system? Is there, 
after all, any system? 

Now, why not substitute the 
word business for system, be- 
cause throughout the last decade 
the evolution of the agency has 
been away from the flowing tie 
of acknowledged temperament, 
through the slough of professional 
commission grabbing, toward the 
goal of a stable business enter- 
prise. Many agents today have 
reached this goal, and no matter 
by what method they are compen- 
sated for their services, they will 
prosper. If their compensation 
becomes inadequate as advertising 
agents, because they are good 
business men they will turn to an- 
other line of business activity. 

To act as the agent of big busi- 
ness in any capacity connotes 
wisdom, not cleverness; ability, 
not brilliance, and finally, the skill 
to translate a business message to 
the public through advertising in 
a way to lower sales resistance 
and build prestige. 

The manufacturer today with 
factories standing idle envies the 
manufacturer of an advertised ar- 
ticle from whose plant comes the 
unmusical hum of machinery and 
where the lights blaze far into the 
night. His first thought is—I 
must advertise. He then goes 
forth to talk advertising to an ad- 
vertising agent, because he feels 
that he must talk advertising or 
be misunderstood. If he only 
knew, there are good business men 
who are also advertising agents; 


who can sit down and discuss his 
problems sensibly with him. He 
may at first be surprised that the 
conversation turns to what lines 
now being manufactured should 
be discontinued, sales turnover, 
etc., etc. It is even yet hard for 
him to realize that the striking 
layout, the pretty girl and nice 
type, will not make a single 
sale, unless the business principle 
underlying the advertisement is 
sound. 

Much has been written about 
the advertiser’s lack of confidence 
in his agent and his unwillingness 
to permit him to share his inti- 
mate trade secrets—but how about 
the agent’s lack of confidence in 
the advertiser, his client? How 
much effort does he make to ex- 
plain the methods of carrying on 
his own business? 

BUSINESSLIKE AGENCY PROCEDURE 

The client cannot help but be 
impressed with the operation of a 
Production Board where every 
campaign is listed by insertion 
dates and then as each date ap- 
proaches, takes the form of a 
white tack on another board, sig- 
nifying that copy is to be written 
and is due on a specifted date; 
then on to the next stage marked 
by a blue tack, showing that art- 
work is wanted, or a tack marked 
with a V, indicating the necessity 
for a visualization. Then the or- 
derly process goes forward step 
by step—a black tack for setting, 
a yellow for an engraving, brown 
for an electro, and _ parti-colored 
tacks representing various ele- 
ments on hand, not forgetting the 
red tack, which shows when any 
particular step is late. : 

In this way, in a medium-sized 
agency, over two thousand sepa- 
rate and distinct active produc- 
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tion jobs are kept track of by 
means of a visible ledger of pro- 
duction. As fast as they are re- 
tired, others take their place. 

The sum total of purchases rep- 
resented by the jobs on a board 
of this kind in a large agency 
during a period of twelve months 
is between five hundred thousand 
and a million dollars. It also 
means that two to three hundred 
artists are dealt with, while 
engravers, electrotypers, printers 
must be diligently followed up to 
be sure closing dates are met. 

How often is the client per- 
suaded to become a part of a 
plan-board discussion about his 
own problems; in fact, has he 
been sold the plan-board idea of 
advisory counsel? Yet this is a 
meeting of his advertising board 
of directors, spending large sums 
of his money—he wouldn’t stay 
away from any other kind of a 
directors’ meeting. His lack of 
interest in the work of the plan- 
board may prevent him from capi- 
talizing the largest single in- 
vestment made by his agent on his 
behalf; namely, the time of his 
highest salaried and most impor- 
tant men. Consider for a mo- 
ment what an inspiration his pres- 
ence would be if he were properly 
sold by his agent. Still, he may 
not yet be convinced that his ad- 
vertising problems are really vital 
business problems. 

The agent who constantly sup- 
plies business data relating to 
merchandising conditions cannot 
but inspire confidence in the 
soundness of his judgment, and 
will find his client leaning more 
and more on the advice and as- 
sistance of the agency’s marketing 
division. 


A KNOWLEDGE SHOWING WIDE STUDY 


As an example of how sound 
and valuable the advice of an 
agent who is a good business man 
may prove is best illustrated by an 
anecdote related recently by an 
agent. 

It seems that a manufacturer 
owed a large sum of money on 
his new plant; he had contracts 
for raw materials at high prices; 
business was bad and almost no 
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money was available for advertis- 
ing. (All this happened about six 
months ago.) He stated his case 
to his agent very frankly and 
clearly and asked for advice. 
Should he in some way get more 
money for advertising? Should 
be cut his price and take a chance 
on building a larger volume? 
Should he increase his _ sales 
force? Should he close his fac- 
tory for a time? 

After a survey of the situation 
and some discussion, his agent 
gave him the following advice. 
Don’t spend any more money in 
advertising—later on will be the 
time. Let us make what you are 
spending, if possible, more effec- 
tive. Don’t cut your price now, 
because you must do business at 
a profit; you cannot afford to 
gamble until you have used up 
your high-priced raw materials; 
then make a moderate reduction 
for its effect on your competitors, 
because they are undoubtedly as 
hard hit as you are, but they are 
not shouting about it. Your real 
trouble probably lies in your sales 
force. How about making a trip 
and getting rid of your boom- 
times order-takers and getting 
some hustlers—maybe they are 
hustling for your competitors 
right now. Promote some under- 
dogs to division managers and 
send some of your division man- 
agers back to the ranks or let 
them out entirely. Above all 
things, don’t shut your factory 
down, entirely. 

When finally things begin com- 
ing your way then spend all you 
can afford in advertising and 
your leadership in your line will 
be unquestioned. 

The advertiser agreed to this 
advice in the main but could not 
feel but that he had the best sales 
force in his line. He started out, 
however, most reluctantly to 
prove it, and to his own surprise 
was soon in the midst of a com- 
plete sales reorganization. 

Shortly after the shake up, sales 
began to improve. When the im- 
provement became pronounced he 
found his high-priced raw ma- 
terials had been nearly used up so 
he lowered his price—this brought 
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7 
a further marked increase in busi- 
ness so that his factory began 
working overtime. 

Within the last month he has 
begun a large advertising cam- 
paign and on his agent’s advice is 
going after the leadership that is 
justly his. 

Let every advertising agent try 
this acid test on his agency. Can 
[ say to my clients about my 
business: It is a real business, a 
complex business the same as 
yours. I have a production con- 
trol board the same as you do; 
I have a daily financial statement. 
My departments are budgeted and 
my overhead charted. All cash 
discounts are taken advantage of 
and I am proud of my credit 
rating. 


Albert W. Hill Starts Adver- 
tising Service 

Albert W. Hill, who was for three 
years with N. W. Ayer & Son, has 
established an advertising service in 
Philadelphia under his name. For three 
years prior to his connection with N. 
W. Ayer & Son, Mr. Hill was adver- 
tising manager of Henry Disston & 
Sons, Inc., and had been with the 
advertising service department of 
McGraw-Hill Co., Inc. 


Chicago Newspaper Represen- 
tatives Meet 


The Newspaper Representatives Asso 
ciation of Chicago held its twenty-first 
anniversary luncheon in the Morrison 
hotel of that city on November 21 
Charles B. Nichols, president of the 
association presided and addresses were 
made by Ralph H. Booth, William H. 
Kentnor, Horace M. Ford, Henry D. 
Sulcer and Edwin S. Wells. 


New Farm Paper Account for 
St. Joseph Agency 

The Schreiber Milling & Grain Co. of 
St. Joseph, Mo., maker of dairy and 
poultry feeds, will begin a campaign 
shortly in a list of dairy and poultry 
papers. Farm papers will be added as 
the campaign progresses. The Guenther- 
Glaze Advertising Agency of St. Joseph 
is handling the account. 


P. A. Skelton Now with 
Thomas Cusack Co. 


P. A. Skelton, who for several years 
has been connected with the sales staff 
of the D’Arcy Advertising Co., St. 
Louis, has resigned to go with the 
New York office of the Thomas Cusack 
Co. 
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J. M. Rodger Will Publish 
Electrical Monthly 


J. M. Rodger, who has been with the 
McGraw-Hill Co., Inc., for the last 
seven years, has formed the Rodger 
Publishing Company with offices in 
Chicago, and will publish a_ monthly 
called Electrical Retailing. The first 
issue of the publication will be the 
February 1922 issue which appears late 
in January. 


Nucoa in an Extensive 
Campaign 

_The Nucoa Butter Company, New 
York, is beginning a newspaper cam- 
paign embracing the territory from 
New York City to the Pacific Coast, 
selling margarine to the public as a 
staple spread for bread and not as a 
substitute for butter. 


Merrill Rogers Joins 
Patterson-Andress 


Merrill Rogers has joined the copy 
staff of The Patterson-Andress Com- 
pany, Inc., New York. Mr. Rogers 
was formerly with The George L. Dyer 
Company and O’Mara & Ormsbee, Ine. 


Secures American Account of 
English Firm 

The Frank Presbrey Company, New 

York, has secured the American adver 

tising account of The Tootall Broad- 

hurst Lee Company, Ltd., Manchester, 

England, manufacturer of cotton goods. 


C. G. Todd, Jr., Joins Staft 
of “Oil News” 

C. G. Todd, Jr., who was formerly 
with the Chicago office of Paul Block, 
Inc., New York, is now with the adver 
tising department of Oil News, Gales 
burg, . 


Two New Papers in Place of 
‘ ” 
“Farmer and Stockman 

The Farmer and Stockman, Kansas 

City, Mo., will be divided into two State 

papers on December 15—the Missown 

Homestead and the Kansas Homestead. 


“Petroleum Age” Appoints 
W. A. Burr 


Petroleum Age, of Chicago, has ap 
pointed Walter A. Burr, of Los Angeles, 
Pacific Coast manager, with headquar 
ters in the latter city. 


New Account for George L. 
Dyer Company 

The advertising account of the Key: 

less Auto Clock Company _ has been 

placed with The George L. Dyer Com 

pany, New York. 
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Seal of Philadelphia 


City Separate 


Population Dwellings 


1,823,779 390,000 





Dominate Philadelphia 


If you were to ask most any intelligent Phila- 
delphian how to make your advertising do the 
most good in Philadelphia, the reply undoubtedly 
would be: 


“Put it in The Bulletin” 


The name of The Bulletin is a household word 
in Philadelphia, and its circulation reaches far 
beyond the highest point ever attained by a daily 
or Sunday newspaper in the State of Pennsyl- 
vania, and is one of the largest in America. 


Create maximum impression at one cost by concentrating in the 
newspaper “nearly everybody” reads— 


The Bulletin 


Net paid daily average circulation for 
October 


487,392 2%: 
9 a day 

The Bulletin is the only Philadelphia newspaper which prints 
its circulation figures regularly each day. 





No prise, premium, coupon, or other artificial methods of stimulating 
circulation are used by The Bulletin. 


Copyright 1921—W. L. McLean 
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Link Arms with the Revivalists! tion: 


O you advertising men realize, 
that while manufacturers have 
been laying off men, Business 

Papers have been putting more money 
and brains into their editorial depart- 
ments than ever before? 


They are telling manufacturers, re- 
tailers and professional men HOW 
to overcome their problems—not 
with senseless exhortation—but with 











Tee THIS HELPS US 
TO SECURE CONTRACTS 
Statistics for Use in Making 
Sales Plans 
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THE ASSOCIATED BUSINESS PAPERS, INC. 
With 122 member papers reaching 
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masses of facts, stimulating sugges- 
tions, stories of success hot from the 
field. 

A business slowing-up means an edi- 
torial SPEEDING-UP for Business 
Papers. The readers of the papers 
scan them the more closely; they rely 
upon them and are guided by them, 
more universally if possible, than in 
normal times. 


The greatest reconstructive influence 
in the country today is our Business 
Press. It is helping create conditions 
which make buying necessary. 


Isn’t it simply “business strategy,” or 
if you wish, call it common sense, for 
those who seek an early revival of 
business, “‘to link arms with the Revi- 
valists’? The Business Press dis- 
dains the plea of “‘support’’ for its 
splendid work in behalf of better 


times, for it looks upon this work. 


only as the fulfilling of an obligation 
to its readers. This fact does not 
lessen the value of the opportunity for 
advertisers to ‘‘cash in” by telling the 
readers What With, while the editors 
are telling them How. 


Think it over—today. 





Headquarters 220 West 42d Street 
54 different fields 


“ Member of The Associ- 
ated Business Papers, 
Inc.” , means proven cir- 
culations, PLUS the 
highest standards in all 
other departments. 


NEW YORK 
industry 
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Is the Public Buying? 


Many dealers, many manufacturers, will tell you no, 
Hard times, no demand, buyers’ strike—it is an old, old 
story. 

And yet— 

The public is eating. 

The public is working and playing. 

The public is clothed. 

A man may wear his last year’s overcoat turned. But 
the day comes when it is beyond restoration. He may have 
his old shoes repaired. But mended shoes don’t last 
forever. 

He can put off buying just so long. Then he is forced 
to buy. And it isn’t a question of whether he will buy, 
but how and where he will buy. 

That is the situation facing the manufacturer today. The 
public is buying. Not, it is true, as it bought a year or two 
ago. Not extravagantly or wastefully; but carefully, 
thoughtfully. Buying so as to get the most for its money 
Buying by trade-mark—buying through advertising. 











Advertising protects the buyer. It is his guaranty of 
quality and his price protection. And because that is true 
it is the most important factor today in influencing public 
buying decisions. 

It is a wise manufacturer who recognizes that fact—and 
acts upon it. Who advertises consistently today, not onl) 
to swing present-day sales but to clinch future business 
Who realizes that the man wearing half-soled shoes toda) 
will be buying new shoes tomorrow, and that advertising is 
going to determine whose shoes he will buy when he does 
buy them. 

It is a wise manufacturer who definitely establishes his 
name with a great buying group like the Chicago publi 
through a medium whose 400,000 circulation, reaching over 
1,200,000 readers, is the most effective force in influencing 
the decisions of Chicago buyers. 


THE CHICAGO DAILY NEWS 


FIRST in Chicago 
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How One Manufacturer Forestalled 
the “Slump” 





Continued to Hire and Train Good Salesmen When Sales Were 
at Low Ebb 


By L. G. Robbins 


Vice-President and General Manager, The A. J. Deer Company, Inc. 


UR company manufactures, in 
the small city of Hornell in 
the western part of New York, a 
line of machinery for retail stores 
consisting of electrically operated 
coffee roasting machines, coffee 
mills, meat and food choppers and 
meat slicing machines. These are 
sold to merchants in all parts of 
the world, but principally in the 
United States, Canada and South 
America, by salesmen operating on 
the commission basis and many of 
the sales are made on the monthly 
payment plan for the benefit of 
small merchants who might other- 
wise be unabie to equip their busi- 
ness places with the necessary 
machinery. 

The business was started in 1905 
and by the time the war came on 
had reached respectable propor- 
tions as a result of a steady and 
unspectacular growth. The sell- 
ing force had grown and was par- 
tially covering the territories and 
a good-will had been built up by 
service, the turning out of a 
creditable product and a judicious 
amount of advertising — both 
general and direct. Of course the 
war hit us hard, just as it did 
thousands of other American 
concerns, particularly as it tied us 
up for materials and labor, but 
after the armistice the business 
picked up until we were doing 
more than ever before. At one 
time during the latter part of 1920 
we were short several hundred 
machines for the filling of current 
orders, 

It was a hard matter to go out 
after new business when, on ac- 
count of limited factory facilities, 
we could not take care of what we 
had. We realized, however, that 
those boom times could not con- 
tinue forever and believed that we 
must make the right kind of 






preparations or eventually suffer. 
In line with the way we saw 
the situation, we started in on a 
programme of expansion for both 
factory and sales facilities. En- 
largements were made in the plant 
and the manufacturing end of the 
business was reorganized in order 
that we might get the maximum 
of production out of what we had, 
the times being inauspicious for 
a large building programme, Build- 
ing costs were too high for any- 
thing more than the absolutely 
necessary additions and we knew a 


larger factory could wait until 
later on. 
We knew that it would be 


foolish to enlarge our manufac- 
turing facilities unless increased 
facilities for distribution were 
found, so it was put up to the 
sales départment to provide for 
the selling of the extra machines 
the factory could turn out. It 
looked like a large order. It is 
well known that a specialty such 
as we manufacture requires expert 
salesmanship and that a large 
number of the men who start in 
the business fail to make good. 
This meant to us that we should 
have to start a great many sales- 
men in order to see a comparative- 
ly small number stay with us and 
sell the goods. 


SALESMEN RESPONDED TO ADVER- 
TISING 


As the best means of getting in 
touch with men who might be able 
to sell the line, we adopted the 
plan of placing a standard adver- 
tisement for salesmen in the daily 
papers of ten or a dozen cities ata 
time, utilizing the services of an 
advertising agency to place the 
advertising and take care of the 
details. We had already offices 
established in a number of cities, 
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each in charge of a district sales 
manager, and we depended on 
these men to help in interviewing 
and instructing the men who might 
write us in answer to the adver- 
tising. Where not so represented, 
we planned to send experienced 
organizers on extended trips 
through territories that we wished 
to open and these men were to 
spend the necessary time with 
each new man to instruct him in 
the selling details, policies, etc. 
Applicants were instructed to send 
their answers to our home office 
in Hornell, and a suitable letter 
was sent each one, together with 
the necessary printed matter to 
awaken an interest in the proposi- 
tion and an application blank in 
the form of an “introductory state- 
ment.” Considerable care had 
been taken in getting up the in- 
troductory statement and when one 
is received we have quite a com- 
plete line on the characteristics, 
experience and other qualifications 
of the prospective salesman. 

If an applicant failed to fill out 
the introductory statement and re- 
turn it to us we paid no more 
attention to him, feeling that even 
one follow-up letter would be 
wasted. The introductory _state- 
ments received were handled in 
one of three ways—sent to a dis- 
trict sales manager, forwarded to 
a territorial organizer, or the ap- 
plicant if not very far away was 
called in to the factory for an 
interview and instructed to be pre- 
pared to remain for a period of in- 
struction if he seemed the man for 
the job. 

INTENSIVE DRIVE SUCCEEDED 


This system worked so well that 
we were able to add many new 
salesmen to the staffs at the 
various branch offices as well as to 
establish some new branches in 
hitherto idle territories and to start 
a considerable number of men 
working direct from the factory 
where it was considered inad- 
visable to establish branches. The 
result has been that the increased 
factory production has been taken 
care of by increased sales, and 
1921 will be as good a year as was 
1920, if not a better one. 
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A large factor in the increased 
selling ability of our _ organization, 


contests sini this year, 
specialty business such as ours a 
summer slump is quite the usual 
thing, even in normal times. This 


ow convention, which ordinarily 
we should have held during the 
first week in July, and instead an- 
nounced a sales contest 
months of June, July and August. 
This contest was given the name 


’ and the idea was 
that salesmen were to work during 
the three months and take their 


prizes were to be paid in cash and 
took the form, i 
two weeks vacation expenses at 
$75 per week and $100 additional 
—the first prize in one division of 
Prizes were offered 
for the men who made the highest 
percentages of the quotas assigned 
to them for the three months, for 
the largest amount of business ac- 
companied by cash with order, for 
the largest amount of what we cal 


These were all in cash and a gold 
medal was offered for the man 
who sold the largest number of 
machines during the contest re 
gardless of price. 

The results were all that could 
have been expected, 
standpoint of increasing the sales 
but there were other benefits also 
The winner of the first prize, $29) 
was a man who previously hai 
had a very ordinary selling record 
i Other men took prizes 
who were the last men we shoul 
have expected to do so and it 
general the quality as well as the 
volume of business was entirely 
satisfactory. A sort of momentum 
we acquired which carried the 
force through September. 
aan no prize contest was on, 
an excellent record and in fat 
with more business than it prc 
duced in any month of the contest 
We have yet to hear of any pnz 
winner who took his money for 2 


“winning streak.” 
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I neglected to say that during the 
latter half of 1920 a pretty ambi- 
tious advertising campaign was 
carried out on behalf of fresh 
roasted coffee, which in a measure 
paved the way for all the doings 
of 1921. 

Probably it is unnecessary for 
me to say that we have convinced 
ourselves of the worth of our 
present plan of enlarging our sales 
force and are continuing and en- 
larging upon that part of the 
programme. We know that we 
must have more salesmen in order 
to keep on increasing our business, 
so we keep on advertising and 
sending our organizers into the 
various territories. Selling con- 
tests are good, so now we have 
one under way for the last three 
months of the year, called the 
“year’s finish sales contest.” This 
contest is modeled on _ lines 
similar to those of the summer 
vacation prize money contest, but 
is sufficiently different to make the 
salesmen feel they have a new task 
to tackle. We believe the contest 
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will keep the orders coming right 
up to the end of the year and will 
help to start off the new. year 
right. 

There is nothing new or novel in 
all the foregoing, but what new 
thing is there under the sun? It 
shows, however, what almost any 
manufacturing concern can do to 
keep the factory wheels moving 
and to keep labor and salesmen 
employed. Our story is simply one 
of going ahead in bad times the 
same as we should in good times 
and we can say that the result has 
justified our efforts, not only from 
the standpoint of profit to the com- 
pany, but our salesmen have made 
more money than ever and our 
factory people have not had their 
wages reduced. 





Butterick Company Adds to 
Trade Division 


Stanton Jennings, formerly advertis- 
ing manager of the Sanitary Engineer 
of Canada, has joined the trade division 
of the Butterick Publishing Company, 
New York. He will represent Good 


Hardware and the Progressive Grocer. 












George LL. 


The 


Dyer Company 
4.2 Broadway 
New York 


Western Offices 
76 W. Monroe St. 
Chicago 


@ 


Newspaper, Magazine 
and Street Car Advertising 


Publicity and Merchandising Counsel 
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Cooperage Industries to Launch 
Trade-Extension Campaigns 


At the semi-annual convention of the 
Associated Cooperage Industries, recently 
held at Atlantic City, trade-extension 
campaigns were launched by both the 
slack and ve groups of the industry. 
Secretary Krafft, in discussing the 
plan, said: “This is not only a trade- 
extension campaign, but an educational 
movement as well. The aim is to edu 
cate the consumers in the proper use of 
barrels, as well as the advantages of the 
greater use of them.” 


Changes in Campbell-Ewald 
Staff 


E. J. Poag, who has had supervision 
of the space buying and research de- 
vartments of the Campbell-Ewald Co., 
etroit, will hereafter Se in charge of 
merchandising investigation for that 
agency. 

Ralph Miller, who has been made 
assistant space-buyer will be in charge 
of the media department pending the 
final appointment of a head of that 
department. 


Joins Pittsburgh Trust 
Company 


Theis Roberts has been appointed 
advertising manager of the Union Trust 
Company, Pittsburgh. Mr. Roberts has 
been production manager of the A. P. 
Hill Company, Pittsburgh, until recently 


Lock Account for Philadelphia 
Agency 
The E. T. Fraim Lock Company, 
Lancaster, Pa., has placed its advertis- 
ing account with the Hall & Parker 
Agency, Philadelphia. A campaign in 
business papers has been started. 


Plan 1922 ‘i Beautiful 
Exposition 

annual Home Beautiful 

Exposition, showing appliances and de 

vices for the modern home, will be held 

in Boston from April 15 10 29, 1922, 


The second 


New Advertising Manager of 
Pittsburgh Company 


Vinton H. McClure has been ap 
pointed advertising manager of the 
National Metal Molding Company, Pitts 
burgh. He succeeds I. Shulsinger, 
who resigned recently. 


New Knife Advertised by 
Seattle Agency 
The Strang & Prosser Advertising 
Agency, Seattle, has secured the account 
of the Neft Safety Nife Company, 
Seattle, and is placing copy in hunting 
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J. G. Humes of Altoona 
“Mirror” Is Dead 


James Gallatin Humes, vice-president 
treasurer and director of the Altoon 
Pa., Mirror, died on November 17. Mr 
Humes was with the Pennsylvania and 
Cornwall & Lebanon railroad for , 
number of years and for the last tw 
and a half years had been active map 
ager of the Mirror. He was fifty-seven 
years old. 
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. — 2a 
Will Handle Critchfield’s 
British Business 
Advertising & Publish 
ing Company, Ltd., of London ha 
made an agreement with Critchfield § 
Company, Chicago, whereby the former 
company will handle the British in 
terests of the latter. The Critchfield 
agency will look after the St. Jame 
agency’s advertising in the United 

States. 


The St. James 


Chicago Engineering Advertis- 
ers Have Member’s Bulletin 


The Engineering Advertisers Associe- 
tion of Chicago has started a_ publica 
tion to be known as “The Bulletin,” 
the main purpose of which is to present 
to all the members a_ verbatim report 
of each month’s meeting. 


Garter Account for 
McJunkin 


The McJunkin Advertising Company 
of Chicago, has secured the advertising 
account of A. Stein & Co., Chicago, 
makers of “Paris” garters for men ani 
“Hickory” garters and waists for wo 
men and children. 


“Paris” 


Automobile Man Joins New 
York Agency 

Keith Lindsay Morgan, who has bees 
in the retail automobile business, is now 
with the Wilson K. Farrington agency, 
New York. Mr. Morgan will handle 
direct-mail advertising of automobiles 
and machinery. 


Harold C. Hendee with 
“Coast Banker” 


Harold C. Hendee has resigned 3 
financial editor of the Tribune, Oakland 
Cal., to join the Coast Banker, Sa 
Fre unc isco, aS assistant publisher. 
Hendee was with the Detroit News # 
one time. 


Shoe Account for Walter 
B. Snow 


Walter B. Snow and staff, Boston 
have added the account of Slater & 
Morrill, Inc., Seuth Braintree, Mass. 
manufacturer of men’s, women’s até 
children’s fine footwear. 
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ICK out those markets of the country where 

people are buying if you would get maximum 
merchandising power for money invested. In 
order to buy, the people must have the money. 
With an income balanced by a most productive 
agricultural section and a remarkably diversified 
industrial development, Indianapolis and the 
Indianapolis Radius is one of the few territories 
in the country where the people have been work- 
ing all the time. 





sd 

Reaching practically every home in Indianapolis and the 
key homes in the surrounding territory, it is possible for a 
manufacturer to support his selling efforts in this territory 
with one advertising medium. This means economy. It 
means More Sales Power per Dollar. 

The Indianapolis Radius is practically a single city of a 
million and a half buyers. Radiating network of 17 railroad 
and 13 interurban lines make traveling economical 


The Indianapolis News 


New York Office FRANK T. CARROLL Chicago Office 
DAN A. CARROLL Advertising Manager . E. LUTZ 


150 Nassau Street First National Bank * el 
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Publicity — Its Crowded Hour 


OU know that in order to increase your 
sales in these days of strenuous competi- 





field in which you are’ interested—or, you 
must enter a new field. 


Here is a market that is practically untouched. 
It is rich in possibilities for your own particular 
products. 


Charles L. Truesdale’s Funeral Home, located 
in Kalamazoo, Michigan, represents an investment 
of nearly $30,000. It is beautifully furnished, 
maintains up-to-the-minute automobile equipment, 
and spends thousands of dollars annually for sup- 
plies and new equipment. 


This establishment is one of many. It is repre- 
sentative of the progressive funeral director’s in- 
vestment. 


This is the crowded hour in advertising. Why 
not investigate and make a comprehensive survey 
of this undeveloped field as it pertains to your own 
commodities? We have data that will greatly 
assist you and which is yours for the asking. 


ISHING COMPANY 


NM IMICHIGAN 
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In Fresno, Seventy-five Merchants 
Asking for Opportunity to 


Y a continuous bombardment 

,of newspaper advertising, day 
after day throughout the month 
of October, seventy-five mer- 
chants of Fresno, Cal., 
were able to stimulate 
their sales and thus do 
their part in hastening 
the return of normal 
business conditions. 

Their advertising 
represents the most 
approved and effective 
form of co-operative 
effort—a campaign in 
which all of the par- 
ticipants not only tell 
their story jointly in 
one or more pieces of 
copy, but also follow 
up the advertising that 
gives the story for all, 





with their individual 
advertising. In other 
words, in this cam- 


paign, instead of de- 
creasing or discontinu- 
ing their individual 
effort, the merchants 
maintained or in- 
creased their old sched- 


California Campaign to Spread 
Lower Price Idea 






Carry on Campaign for a Month 
Demonstrate Lower Prices 


ized by the public as another adver- 
tising stunt. Hence they avoided 
plans that called for concentration 
on one particular week or day and 





these Fr esno mer- 
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chants turned to it to 


see if it could not ONE OF THE ¢ 


break what they, like AND 
many other merchants, 
have called “the buyers’ strike.” 


They believed that this could be 
done with advertising that helped 
their customers visualize the in- 


creased buying power of the dollar. 
In doing this, however, they were 
determined that they would not 
cause their effort to be character- 
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ADVERTISEMENTS, FEATURING EMBLEM 
PARTICIPATING MERCHANTS 


LIST OF 
copy containing statements of fic- 
titious values, exaggerations, and 
‘liberal intersprinkling of over- 
enthusiastic adjectives. 

A simple emblem which would 


identify all the merchants par- 
ticipating in the campaign was 
adopted. This emblem, bearing 

















34 
the words, “We Are Demon- 
strating That Lower Prices Are 
Here,” summed up the message 
of the campaign. 

For a month from practically 
every page of several Fresno 
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copy, and the individual copy 
have all had the same idea behind 
them: “Get the people into the 
stores.” This thought has been 
said over and over again in words 
such as these, “Visit our stores 
and let us demonstrate the fact 
that prices are lower.” 
This campaign, though it 
sounds idealistic, stands out as 
a broad-gauge method of han- 
dling a peculiar business situa- 
tion. It is a testimonial for 
the power of advertising, in 
that it shows that advertising 
can cause merchants who gen- 
erally allow petty grievances 
to make them keen competitors 
to come together and use it 
jointly to bring about better 
business conditions. 


Puts Personality into Ice by 
Advertising 

The advantages of publicity and 
advertising to the manufacturer of 
ice was the subject of study at the 
fifteenth annual meeting of the East- 
ern Ice Manufacturers’ Association 
at Atlantic City, N. J., recently. 
Speaking on “The Advantages of 
Publicity,” Fred P. Pool, Chester 
Pa., said that ice can be endowed 
with a personality if the manufac 
turers will only use some skill and 
judgment in advertising. He de 
scribed how his own business had 
been built up from nothing to a very 
flourishing condition in a year, in the 
face of competition, by the use of 
originality and advertising. He has 








MANY RETAILERS PROVED THE PRICE DROP IN 


THIS MANNER WITH INDIVIDUAL 
ADVERTISEMENTS 


newspapers this emblem came 
before the eyes of the readers. 
Double spreads, headed “Lower 
Prices Are Here,” told the story 
with drawings, brief copy and 
this emblem. The participating 
merchants, whose names were 
listed in the double pages, not only 
repeated this story in their ad- 
vertising in that particular issue 
and succeeding issues, but also 
told their own particular story, 
and definitely and plainly tied 
their copy to this double spread 
by prominent display of the iden- 
tifying emblem. Of course the 
merchants displayed cards bear- 
ing this emblem in their windows 
throughout the month of October. 
The emblem, the co-operative 


a trade-mark for his ice and the 
larger cakes bear labels. The trade 
mark is used on all his signs, i 
newspaper space, and, he declared, 
has impressed the consumers greatly 


Franklin Automobile Co. 
Advances G. A. Hoyt 


The Franklin Automobile Company, 
Syracuse, N. Y., has appointed Gaylord 
Hoyt assistant sales manager t 
succeed Ernest P. Johnson. Mr. Hoyt 
has been a district manager with the 
Franklin company since the first of the 
year. Prior to that time he was with 
the New York Telephone Company = 
Syracuse. Mr. Johnson has joined the 
sales department of the Charles G. 
Hanna Company, Syracuse. 


A New Advertiser in the 
Newspapers 

The Griffin Cho-kr Company, Phila- 
delphia, is a new advertiser in the ome 
papers with “The extinguishing ash-tray 
—a device in the form of an ash-tray 
which extinguishes a cigar or cigar 
immediately without destroying tt. 
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| 5 pull In Baltimore 


5 Through 
THE SUN 


@ That the Service Department of THE BALTIMORE 
SUN furnishes the kind of service that is highly valued 
is shown by the following excerpt from an unsolicited 
letter of appreciation from a Western advertising agency 
(name on request): : 


“We always know when we go to THE 
BALTIMORE SUN that we will get that 
measure of co-operation which is so rare and so 
valued by advertising agencies who seek to give 
their clients plus service.” 


@ And we have numbers of similar unsolicited letters 
of appreciation from advertisers and advertising agencies 
throughout the country. 

@ THE SUN’S Service Department furnishes up-to- 
the-minute, authoritative facts and figures on the local 
market in its relation to your individual product, as well 
as route lists to speed up your salesmen’s efforts. 

@ This service is yours to command. 


@ And don’t forget that THE SUN is growing steadily. 
Its net paid daily (morning and evening) circulation 
now exceeds 221,000. 


Everything In Baltimore 
Revolves Around 





Se We 
aa 
Morning Evening Sunday 
JOHN B. WOODWARD GUY 8. OSBORN 
Times Bldg., New York Tribune Bldg., Chicago 








Baltimoreans Don’t Say “Newspaper”’ 
—They Say “Sunpaper’’ 
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Swift Advertises to Get 
More Visitors 


WIFT & COMPANY, as a part 

of their institutional advertis- 
ing campaign to get on friendly 
terms with people in general, are 
preparing to use space in national 
mediums and newspapers in an 
effort to get more people to visit 
their various plants. 

People’s habit of going down “to 
the yards” in Chicago to see the 
slaughtering of animals and the 
various processes of preparing 
meat for market was once toler- 
ated as a necessary evil. Then the 
number of would-be visitors got 
so numerous that special arrange- 
ments were made for showing 
them the “sights.” The larger 
packing plants have special wait- 
ing rooms for visitors and there 
are guides to take parties through 
every half hour during the day. 

Of late the packers have come 
to realize the considerable adver- 
tising asset they have through re- 
ceiving so many visitors. This led 
to the preparation of literature 
covering the institutional idea 
which is distributed to all who call. 
In the visitors’ room at Armour’s 
plant in Chicago there is a com- 
plete exhibit of all the advertising 
the firm does, whatever its nature. 
The walls are covered with pic- 
tures and charts that convey pub- 
licity messages which the company 
desires to get across. 

The apparent good results from 
the reception of visitors have 
caused the companies to try to get 
as many as possible. And now we 
see Swift coming out with full 
page advertiseme nts inviting 
people to come and “see for your- 
self” and telling people how glad 
the company is to have them call 
and see how meat is prepared. 

This is another example of 
“catching g up the loose ends in ad- 
vertising” of which we are going 
to see a great deal during the 
forthcoming fight for business in 
which concerns are going to try 
to knit together their advertising 
appeals in such a way that each 
element will be supplemented by 
another and thus produce to the 


utmost. 








New 
to Typists 

The appeal to the actual users of 
typewriters rather than to employers 


Advertises Typewriters 


who simply buy machines for their 
office forces formed the backbone of 
recent advertising of the Oliver Type 
writer Company in Chicago newspapers 
Recently the company gave its first 
demonstrations of a new commercial 
keyboard on the typewriter which it 
manufactures and by means of display 
advertising invited Chicago  stenogra- 
phers and typists to inspect and oper 
ate the new device. 

Instead of directing its advertisements 
at the executive or official in a position 
to make purchases, the company talked 
to the individuals who operate the 
typewriter as a means of livelihood, 
emphasizing that the improved keyboard 
would make their work easier and would 
enable the employer to effect economies 
in typewriter investment. Souvenirs 
and flowers for those who attended 
helped to make the initial demonstra 
tions attractive to stenographers and 
typists. 


Vernon G. Stover Leaves 
Chicago for Terre Haute 


Vernon G. Stover has been appointed 
advertising manager of Levin Bros. 
wholesale general merchandise, Terre 
Haute, Ind. In the past he has been 
associated with Sears Roebuck & Com 
pany; advertising manager of the Hart- 
man Furniture & Carpet Co., and of 
A. C. McClurg & Co., ard general 
manager of Straus & Schram, all of 
Chicago. 


Will Manage Oregon City 
“Enterprise” 


Hal E. Hoss will have charge of the 
Enterprise, Oregon City, Ore., when 
E. E. Brodie, owner and _ publisher of 
the paper, sails this month for Spain 
to serve as minister plenipotentiary for 
the United States. Mr. Hoss has been 
business manager of the Enterprise for 
the last year and previous to that time 
was connected with several Oregon 
papers. 


Joins Advertising Staff of 
Vitamon Corporation 


Harry S. Percy has joined the ad 
vertising-sales promotion staff of The 
Vitamon Corporation, New York. He 
has been manager of advertising and 
sales promotion for the Gibson-Snow 
Company, Albany, N. Y., for the last 
two years 


New Advertising Head for 
“Pencil Points” 

Ray D. Finel is now advertising 
manager of The Pencil Points Press, 
Inc., New York. For the last eight 
years he has been the head of the ad- 
vertising department of the “Journa 
of the American Institute of Architects.” 
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$1500 
A Page 


(but place your’order early) 


When the American Home Journal 
was launched on September 24 as the 
Magazine Section of the new Saturday 
Edition of the Chicago Evening 
American, the price of 4-color back 
pages was tentatively set at $1500. 


This price was based upon an antici- 
pated circulation (at 5 cents a copy) 
of about 350,000. 


The circulation of the Chicago Evening 
American every Saturday since 
September 24 has been above 


450,000 


On the basis of this circulation an 
immediate rate readjustment for 
color pages in the American Home 
Journal would be fully justified, but 


Open dates for 1922 may still be 
secured at $1500 for back pages and 
$1350 for inside color pages. 
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Wuy BUSINESS CONTINUEYTO 


Goop In NEW LONDONSaa 


HE best proof of the fact that the southeast cor. W 
ner of Connecticut is unaffected by the depression 





which hit other sections of the country lies in the Lond 
record of New London’s savings. New London banks plete 
have 33,897 savings accounts, holding $20,938,421. . 
| 
This is an average of $618 per account-—higher than )  tadir 
any other city in the entire state, and possibly all New Grota 
‘England! villag 
Mysti 
Obviously, these savings would not mount up if the It i 
wheels of industry in New London were not buzzing. Page 
city p 
What are the facts? The silk mills and the denti- the fa 
frice and tin tube industries are on full time, and in New | 
some cases on overtime. The machine shops are on To 
slightly reduced time. Shipping is thriving. New an im 
London has the best natural harbor facilities of any The | 
American port. Retail business is better than in 1916, . 
itself an excellent sales-year. 
So New London today is an excellent outlet for 
merchandise. In the city and in the closely knit 
trading area, the people have the money to buy. == 
New 







NEW LONDON’S TRADING 
Pit AREA — Embracing 60,000 
Montville ee People. 


© Chesterfield ~ 
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eTo GET YOUR RIGHTFUL 
SaRE— Use “THE DAY” 


HEN it is said that there are hardly 100 homes 
in New London that do not buy The New 

























or 


" London Day, you will understand this paper’s com- 
ks plete domination of the newspaper situation in Con- 
necticut’s southeast corner. 

It is the ONLY paper that covers New London’s 
mn } trading area, which includes Waterford, East Lyme, 
. Groton, Lyme, Old Lyme, Montville and numerous 
: villages (and including) Saybrook on the west to 

Mystic and Stonington on the east. 
1 It is a paper of fearless courage and independence 
‘. —combining the “old home town sincerity” with big 


city progressiveness. This undoubtedly accounts for 
i. the fact that The Day is beloved as an Institution in 
New London. 


vn To reach this wealthy, thickly populated region of 
an industrious, thrifty State, The Day is your best, 
y your only way. The market is there—reach it through 
6, The Day! Net paid daily circulation, 10,578 A. B. C. 
Have you seen the special folio, “Connecticut and 
Her Trading Areas”? It tells how economically a 


test campaign may be run in Connecticut. Write 
for a copy today to 


GILMAN, NICOLL & RUTHMAN, Representatives 


an World Bldg., Tremont Bidg., Tribune Bldg., 
New York Boston Chicago 


‘The 
ONNECTICUT 


-_ 
FIVE -— STAR 
namveome 
a an 


OMBINATION 











4 
4 HARTFORD COURANT NEW LONDON DAY 
NEW HAVEN JOURNAL COURIER 
WATERBURY REPUBLICAN MERIDEN RECORD 











PRINTERS’ INK Dec. 1, 1921 


s 





Your printing is what | | 





+ 
you make it - 
made v 
ness-pa 
Would you have really good printing to The In 
represent your service or your goods in the 
public mind? There is only one way. It Hell 
is not often by the moss-grown method of | 
arbitrarily picking the lowest from a varied 
assortment of estimates. oJ 
/ 
Competitive price-making is logical enough “ 
if your proposition is crystal-clear as to Tov: 
details, and if the competition is limited to ae ok 


houses really capable of meeting your quality the 
and quantity requirements. : 


But for sheer results, no other method can 
equal that of picking the right house for the 
job and putting it up to them to give you 
what you want, with an understanding in 
advance as to the probable cost. 





iy B. 


inters: 
2 | 104 So. Mic 


INTIMATE 
WH 


Charles Francis Press |} ,«: 


Printing Crafts Building ae 
The I. 
461 Eighth Avenue, New York | J ‘=: 
Telephone Longacre 2320 | that its 
each iss 
Corporat 
@ Stated pc 
der thes: 
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Singling Out the Prospect in 
Business Paper Publicity 


Methods of the Orator, Used by Steel Company, Help Make Advertising 


Interesting 


VEN a cold, matter-of-fact 
product like alloy steel can be 
made warmly interesting in busi- 
ness-paper advertising through 
the use of the personal angle. 
The Interstate Iron & Steel Com- 


Hello, Neighbor 















HINGS are looking t aren't they 
Yh, you can't man d 
a good firm t 
All the “C { 
their holes, a hol a 
Oh yes, about extra-f ALLOY STEELS 
for those’ wonderful Studebaker Cars: just th 
taght alloy (your ow SAE specifications) © 
for axles, shafts, sp ys, gears s, ¢ 
‘ nd . ’ spected minutely, and all defects removed 
necting rods and other parts that must resist 
J P oe oe with chipping hammers. 
stress, shocks, vibration and wear 
. In cropping, each cut is inspected, and suc 
1M giv peep behind ¢« 
mised I'd give you a peep b ¢ le wntit the section shows a 
senes in our South Chicago alloy A 
Well, one thing we do th sto have t ur: 
agt to go slow. This begins at the open hearth system of pack-annealing 
furnaces themse where more time than “*" en es a degree 
of uniformit the textu » v or 
ual is given to each t Ingots, after. pour f mity texture of the metal not 
ig; are allowed to stand longer before the  P®sible by the old hand methods 
ingt molds are stripped. In the soaking pit, neighbor, to 
Me reheating before g is done by a slow to this source of supply of quality steel 
that 
vem tha c at t cause you are building a 
1 cars at prices that giv 0 
All r & Operations are done slowly, with ' f oo a 
- : cus r their mone 
many passes and only a small reduction at each 4 
pas. Billets are pickled to remove mill scale; Won't you do this? 


interstate Tron & Steel Company 


104 So, Michigan Avenue CHICAGO 


INTIMATE COPY, ADDRESSED OSTENSIBLY TO ADVERTISER 
WHOSE COPY FELL ON THE PAGE OPPOSITE 


pany, of Chicago, has made some and we 
instructive experiments which 
convince it of this fact. 

The Interstate contracted for a 
certain preferred page space in a 
technical journal. It so happened 
that its neighbor on the left in 
tach issue was the Studebaker that we 
Corporation, which occupied a 
Stated position in each issue. Un- 
der these conditions the Interstate 

41 


concluded it 
happy idea if the two neighbors 
could be on friendly and cordial 
speaking terms as is desirable for 
all good neighbors, including the 
flesh and blood kind. 
to be a bit rhetorical I might say 
wanted the two 
pages to be on such friendly terms 
that they would meet with a smile 
when the paper was closed. By 


company concluded it would use 
the methods of the orator who 
singles out certain persons in his 
audience for direct appeal, know- 
ing that if he interests them he 
will impress all. 


The idea was 
carried out in a 
series of friendly 
chats with the Stude- 
baker Corporation— 
its neighbor. All its 
talk regarding the 
products it had to 
sell to automobile 
manufacturers was 
made direct to Stude- 
baker as if the latter 
was the only concern 
interested. 

As such, the adver- 
tisement naturally 
had a stronger appeal 
for all automobile 
officials reading the 
paper. It had a per- 
sonality of its own 
which was bound to 
impress. 

“The special pres- 
entation to the Stude- 
baker people was 
only an accident of 
location,” Paul 
Llewellyn, general 
sales manager of the 
Interstate’s bar divi- 
sion, said to 
Printers’ Ink. “It 
so happened that our 
page and Studebaker’s 
page faced. This 
made us closely as- 
sociated, in a way, 
would a 


If I wanted 


facing 
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presenting our case direct to 
Studebaker, we accomplish sub- 
stantially the same thing that 
would be done if we were to ad- 
dress the advertisement to a large 
number of other automobile con- 
cerns to whom we sell goods.” 

It is impossible for Mr. Llewel- 
lyn to trace any direct results. 
This is the kind of advertising 
that has to be taken pretty much 
on faith. But he has no question 
as to the soundness of the idea. 
Studebaker can have no possible 
objection. In fact, in being sin- 
gled out in this way it gets a cer- 
tain unique kind of advertising 
without charge. And the valuable 
personal element is there which 


appeals to other manufacturers 
also. 

Another business journal in 
which the Interstate advertises 


makes it a practice to send out to 
its advertisers and prospects cir- 
culars giving advance notice of 
the contents of the various issues. 
For a recent issue it announced a 
symposium of convention discus- 
sions. Among the articles was to 
be one by Herbert Chase, a pro- 
duction engineer, on “Design as 
Affected by the Use of Alloy 
Steels.” This gave the company 
an idea and its advertisement in 
that issue had the same heading, 
the appeal being made directly to 
Mr. Chase. 
“Mr. Herbert Chase and all 
other production engineers,” the 
text said, “will agree with us that 


no discussion of car design can - 


be complete without giving proper 
consideration to materials of con- 
struction.” Then it went on to 
show how Interstate alloy steels 
fill this need. 

An integral part of the Inter- 
state Iron & Steel Company’s ad- 
vertising doctrine is that the 
personalized institutional appeal 
is the very best kind to use in 
talking to the man of affairs about 
a product with which he already 
is familiar. The usual run of con- 
ventional advertising talk de- 
signed to show the specific quali- 
ties of a technical object such as 
alloy steel, would not mean a 
great deal to the people who 
would buy it in quantities. It is 
their business to know as much 
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about such products as do the 
people who make them. There- 
fore the company is carrying on 
a series of full-page advertise. 
ments in a list of automotive 
and industrial publications under 
such headings as “The Spirit of 
Interstate” and “Personally Con- 
ducted Steel Works.” The copy 
stresses the fact that the founders 
and principal owners of the com- 
pany give their active, personal 
direction to the important details 
of the business as well as to the 
large general policies. 

Instances such as these go far 
to show how intensely natural and 
human a force advertising is, 
after all. The trouble with many 
business paper advertising pres- 
entations is that they get away 
from the human and the natural. 
They are self-conscious much as 
a lumberjack would be if he were 
forced to wear full dress. The 
same criticism can apply to ad- 
vertising in general, for that mat- 
ter. If advertisers could only 
write as they talk, what a vastly 
more powerful. force printed ad- 
vertising would be! 





New Accounts of Wood, 
Putnam & Wood Co. 


The Chas. B. Perkins Co., Boston, is 
advertising the “Ginita” cigar_in a 
sectional newspaper campai This is 
a new account of the Wood, Putnam & 
Wood Co., Boston. . 

Other new accounts of this agency 
are the I. Steamship Lines, 
Crowell & Thurlow, agents, Boston, 
using newspapers; the J. M. Fisher Co., 
Attleboro, Mass., jewelry manufacturer, 
using general periodicals, and Weeden, 
Johnson & Co., Inc., Quincy, Mass., 
manufacturer ef toys and games, adver- 
tising in newspapers in larger cities. 

The Baltimore office of the Wood, 
Putnam & Wood Co. has obtained the 
accounts of the Peerless Food Products 
Co., producer of “Pekto,” an_ instant 
jelly product, and the Federal Drug & 
Chemical Co., pharmaceutical products. 
Both advertisers are located in Balti- 
more, 





To Represent Rotogravure 
Publishers 


Cone, Hunton &. Woodman, Inc. 
New York, have been appointed pu 
lishers’ representatives in_ the United 
States and Canada for the United Roto 
gravure Sections, Inc., Philadelphia. 
The latter company will publish a roto- 
gravure section which is to appear ™ 
a list of about forty cities east of te 
Mississippi. 
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| | BUYING 


Electrical Worlds 


DIRECTORY 









The Annual Review and Statistical Number of 


‘lecirical World 


Sections 
Wiring 
Supplies 








Household 
Appliances 





Factory Electrical 
Apparatus 


Searchlight 
Section 
Material and Parts 


for Electrical 
Manufacturers 











Motors Control 
Drive 

Material 
Handling 
Transmission 
Distribution 











Generating Station 
Equipment 
(Electrical) 


ting Station 
Equipment 
(Mechanical) 





(January 7, 1922) 


EDITORIALLY, the annual review 
and statistical number of Electrical 
World has long been recognized as the — 
authoritative summary and forecast 
of the electrical industry. 


ADVERTISERS have, for many 
years, co-ordinated their copy with 
the editorial theme by summarizing 
their accomplishments and presenting 
the merits of their principal products. 


BUYERS will particularly appreciate 
the convenience of the ten advertising 
sections in which will be indexed the 
names, addresses and products of each 


advertiser. 


Classification list upon request. 


Electrical World. 


A McGraw-Hill Publication 


Tenth Avenue at 36th Street, New York 
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. 
Import Figures Not Sole Basis 
* = er 
for Consumption Statistics 
McCormick & Co., Inc. 
SPICES, TEAS, FLAVORING EXTRACTS 
DRUG SPECIALTIES 
Battimore, Md., Nov. 18, 1921. 
Editor of Printers’ Ink: 

We were surprised to read, in your 
issue of November 10. the article on 
page 66, entitled “Coffee Consumption 
Increased; Tea Decreased,” based on a 
statement issued by Ross W. Weir, 
chairman of the Joint Coffee Trade 
Publicity Commission. 

If we understand this article cor- 
rectly, Mr. Weir’s statement that the 
consumption of tea has decreased during 
the last year, is based on importation 
statistics, which are misleading when 
taken to indicate figures of consump- 
tion. 

During the fiscal years ending in 
1918 and 1919, the importation of 
teas was considerably in excess of 
normal, and, consequently, greater than 
actual consumption. In other words, 
a considerable amount of tea imported 
during these years was carried over by 
the importer 

In addition, large stocks of tea have 
been carried during the past year or 
two because many firms bought in ex- 
cess of their actual needs, thinking that 
prices would be higher or that they 
would be unable to obtain adequate 
supplies. 

With the coming of the slump in 
general business, merchants became 
more interested in selling the goods 
they had on hand than buying addi 
tional supplies and this had its effect 
on the quantity imported. 

Since Prohibition has gone into ef- 
fect, tea has been drunk in places not 
heretofor® thought of. In clubs and 
hotels the consumption of tea is rapidly 
increasing. having taken the place. to a 
large extent, of stronger beverages 
Golfers are finding it an _ excellent 
beverage after a hard day on the links 

t is decidedly the consensus of 
opinion in the trade that the consumn 
tion of tea is growing. and we felt 
that we could not let the opportunity 
pass without commenting on and cor- 
recting the impression given, rnamely— 
that the consumption of tea is decreas- 
ing—particularly when it is based on 
such faulty reasoning. 

McCormick & Co., Inc., 
Frev W. Ensey. 


New Agency in Boston 


The Glaser Corporation has been or 
ganized in Boston as an advertising 
agency In addition to Louis Glaser, 
president, the organization includes H 
J. Marks. formerly with the Wood. Pvt 
nam & Wood Company, and E. D 
Parent, space buyer. 

Among the accounts of the agency 
are H. Traiser & Company, on “Har 
vard” and “Pippin” cigars. throughout 
New England; the Curran & Joyce Com- 
pany, Lawrence, Mass., on ‘“Cham- 
pagnette” throughout the South and the 
American Syrup Company, advertising 
in New England. 
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Canadian Imports Must Bear 
Mark of Origin 


An amendment to the Canadian Cys 
toms’ Act making it necessary that all 
goods imorted into Canada, “which are 
capable of being marked, stamped, 
branded or labeled, without injury shalj 
be marked, stamped, branded or labeled 
in legible English or French in a con 
spicuous place so as to indicate the 
country of origin. Said marking, 
stamping, branding or labeling shall be 
as nearly indelible and permanent as 
the goods will permit. 

“Provided that all goods imported 
into Canada after the first day of Octo 
ber, 1921, the date of coming into 
force of this amendment, do not com 
ply with the foregoing requirements 
shall be subject to an additional duty 
of ten per cent ad valorem, and in ad 
dition such goods shall not be released 
from Customs until they have been 
so marked, etc. under Custosis super 
vision at the expense of the importer 

“If any person shall violate any of 
the provisions or shall deface or ob 
literate any such marks, stamps, brands 
or labels with intent to cancel the in 
formation given, he shall be liable to 
a penalty not exceeding $1,000 or to 
imprisonment not exceeding one year.” 


From Chicago to Los Angeles 
via “Printers’ Ink” 


Tue Raten Company 
ADVERTISING 
Los Anceves, Cat 
Editor of Printers’ Ink: 

Your article on the advertising to be 
conducted by members of the Chicage 
Stock Exchange. which appeared in a 
recent issue of Printers’ ‘INK, has aided 
this company in creating a similar cam- 
paign to be conducted by the Las 
\ngeles Stock and Bond Exchange. The 
first advertising will appear in_ the 
Los Angeles dailies on November 20 or 
and shortly thereafter. 

Please accept my very cordial esteem 
for yourself and Printers’ InK and be 
assured that the inspiration provided 
by your one article is worth a_ great 
deal to this company in real dollars 
and cents. 

THe Rarer Company 
R. W. ScHNEIDER 


Three Accounts for Green- 
Lucas Co. 


The Green-Lucas Company, Baltimore 
advertising agency, has secured the fol 
lowing new accounts: 

The Tin Decorating Company, Bal 
timore, maker of fancy utility boxe 
and tinware specialties. Trade pub 
lications will be used. The Sterling 
Drug Company, Baltimore, 
Sterling’s Vaporeze Salve. Newspapers 
in the East will be used 
can Motor School, Washington, D. 
instruction in gas engine mechanics 
Magazines and newspapers in the 
will be used. 
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eased To know the quality of 
Journal circulation, you 
should know The Journal 
is pre-eminently a home 
‘3 newspaper, going into 
60,000 of Minneapolis’ 
70,000 homes every night, 
and delivered to more than 








33,000 of them. Its total 
circulation is nearly twice 
that of the morning paper; 
o nearly twice that of any 
he other evening newspaper 
in the city of Minneapolis. 


: THE 
MINNEAPOLIS 
. JOURNAL 


| 
4 Represented in New York, Chicago, and 
k San Francisco by O’Mara & Ormsbee 
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FN -tiseeer AN may not be ite 
beautiful, but she can achieve 


Good Looks. 


The Good Looks Department of 
the Woman’s Home Companion 
— it is not a “beauty department’”’ 
—gives its readers real infor. 
mation, not vague suggestions. 
Grace Margaret Gould believes 
the Good Looks Department, first 
of all, must be useful, which ex- 
plains why more than 50,000 
women, so far this year, have 
written the Woman’s Home Com- 
panion for help in solving their 
Good Looks problems. 


=F 


= 








aa 























Good Looks ? 


We seek to combine in the 
Woman’s Home Companion 
both the special elements 
that make a woman’s maga- 
zine particularly valuable 
to women, and the funda- 
mentals that appeal to all 
mazagine-reading human 
beings, regardless of sex, as 
they work, play and live 
together. 



















Gertrude B. Lane 
Editor 








Woman's Home 
COMPANION 
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FReveric Merc.Co. 
DEPARTMENT BTCRE CLOTHING DEPARTED 


Typical Friends of 
“The Farmer” 


N the larger picture is shown a sample crowd at a monthly 

I sale of the Frederic Mercantile Company, of Frederic, western 

Wisconsin. A. W. Blomgren, the managing owner, turns a 
$20,000 stock of general merchandise four times a year through 
good store advertising and display and connecting up with 
advertising in The Farmer, St. Paul. His display windows are 
changed regularly every two weeks and his stock is rearranged 
once a month. You may find the shoes in open trays near the 
front this month; after Christmas the shoes will trade places 
with the grocery department, likely as not “Keeps us all 
hustling and teaches us what we have in stock— it's good training 
for every clerk as well as for me,”’ says Mr. Blomgren. 

“No motor should run over 500 miles without complete 
change of oil: This service is free. Drive on runway,” invites a 
sign near the car shown in the insert. In this way H. J. Semple, 
of the Enarco oil station at Huron, S. D., and hundreds of other 
enterprising dealers in territory covered by The Farmer, are 
increasing their sales of motor lubricants. 

These folks are typical friends of The Farmer among retail 
business men of the Northwest. 


Market your goods among constructive optimists. 


ER 


The Northwest’s Weekly Farm Paper 


WEBB PUBLISHING COMPANY, Publishers 
St. Paul, Minn. 





Western Representatives: Eastern Representatives: 
STANDARD FARM PAPERS, INC., WALLACE C. RICHARDSON, INC., 
1109 Transportation Bidg., 95 Madison Avenue, 
Chicago, Ill. New York City. 


Members Audit Bureau of Circulations. 



































and 
diffe 
We 
have 
price 
are 
quir’ 
thei 
per 
riod 
an a 
ably 
age 
of t 
som: 
sion 
the 
com 
lishe 
T 
ager 
ers 
fron 
prac 
vert 
ness 
ager 
cept 
sert 
bloc 
of t 
now! 
tem, 
of 1 
imp 
ing 
soci 
Age 
mer 
cont 
pan’ 
will 
to e€ 
the 
star 
this 
tain 
allo 























British Movement against Split 
Agency Commissions 


Groups of Publishers and Advertising | Agencies Form Agreement 


By Thomas Russell 


London Correspondent of Printers’ Inx 


HE relations between ad- 

vertisers, advertising agents 
and newspapers in Great Britain 
differ from conditions in America. 
We have not got so far as you 
have in the matter of uniform 
prices and commissions. Things 
are chaotic. There is no law re- 
quiring newspapers to declare 
their circulation. Less than 10 
per cent of the newspaper and pe- 
riodical publishers in Britain have 
an absolutely fixed rate, and prob- 
ably not more than that percent- 
age prove their sale figures, Most 
of the advertising agencies carry 
some accounts on a split commis- 
sion—that is to say, they return to 
the advertiser a portion of the 
commission allowed them by pub- 
lishers, 

The amount of service given by 
agents and required by advertis- 
ers varies a great deal. It varies 
from the practice of the agent who 
practically manages the whole ad- 
vertising end of a client’s busi- 
ness, all the way down to the 
agent who does nothing at all ex- 
cept place his contracts and in- 
sert the advertiser’s own copy and 
blocks, Agents, though a majority 
of them do it, long have been de- 
nouncing the split- commission sys- 
tem, and now an important group 
of publishers has agreed with an 
important association of advertis- 
ing agents, the Incorporated As- 
sociation of British Advertising 
Agents, to propound an agree- 
ment, by which the newspapers 
controlled by this publishing com- 
pany and certain of its associates 
will refuse commission altogether 
to every agent who does not keep 
the whole of the commission. The 
standard rate of commission in 
this country is 10 per cent. Cer- 
tain newspapers and_ periodicals 
allow 15 per cent. If the agree- 
ment is consummated agents have 


to keep all the commission what- 
ever it is, 

But the negotiation is compli- 
cated by the existence of many 
split-commission accounts, and 
also by the fact that newspapers 
have notoriously been for some 
years allowing the agent’s com- 
mission to direct advertisers. It 
is not proposed to sweep these ar- 
rangements away. Newspapers 
are to continue giving the commis- 
sion to direct advertisers who are 
receiving it now, and an agent 
who was splitting his commission 
before July 1, 1921, may continue 
to do so, but this advertiser may 
not transfer his account to another 
agent. The arrangement is the 
property of the advertising agent, 
not of the advertiser. A principle 
described as “recognition” is to 
be applied to advertising agents, 
and nobody is to be allowed com- 
mission at all unless he is what 
is described as a recognized ad- 
vertising agent, defined as one 
who has signed the proposed 
agreement. 


REQUIREMENTS FOR RECOGNITION 


A recognized agent must, in 
order to obtain recognition, prove 
that he has knowledge, organiza- 
tion, financial standing, and scme- 
thing vaguely described as “ ‘gen- 
eral status’ such as to make it 
clear that this existence as a rec- 
ognized agent will tend toward 
the development and increase of 
advertising. In appointing a new 
recognized agent, one of the main 
considerations shall be whether he 
is coming into business for the 
purpose of increasing and develop- 
ing advertising, rather than for 
the purpose of merely taking 
already-existing business from 
recognized agents.” 

Recognized agents may not 
supply blocks, typesetting or any 




















50 





other thing reducing their profit 
on advertising. 

This agreement has been widely 
criticized, and the Incorporated 
Society of British Advertisers— 
which is a development of the old 
Advertisers’ Protection Society, a 
body of very old standing, devot- 
ing itself to the promotion of de- 
clared circulations and uniform 
rates—is organizing an energetic 
oppocition to it. 


Don’t Sit in 
the Office When Pros- 
pects Can Be Seen 


HERE'S a pointer culled from 
the careers of men who have 
attained notable success: Don’t 
sit in your office during the hours 
“prospects” can be seen. Do your 
office work before or after the 
hours during which possible cus- 
tomers can be reached. This may 
mean adding an hour or two quite 
often to your day’s work; but in 
times like this, particularly, the 
securing of a satisfactory amount 
of business through the expendi- 
ture of an hour or two extra a 
day is not an unreasonable price 
to pay. I recall Henry C. Frick, 
who recently left a fortune of 
more than a hundred million dol- 
lars, telling me that when he 
started in the coke business, he 
spent every business hour either 
keeping his eye on the operations 
at his coke ovens or hunting dili- 
gently for buyers of his product. 
He personally attended to all his 
mail after office hours. I remem- 
ber asking Frank A. Vanderlip, 
then president of the largest bank 
in America, how he was able to 
do any thinking or other con- 
structive work seeing that his 
whole day at the bank was taken 
up by callers, conferences with 
other executives, meetings of 
boards of directors, etc. He re- 
plied: “I do all my real thinking 
and planning outside of banking 
hours, and usually outside of the 
bank—at home.” 

To attain unusual success calls 
for unusual effort. I know of no 
millionaire who was able in his 
earlier stages to observe an eight- 
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hour day. Whenever salesmen 
and others who must get their 
business through going out and 
digging for it contract a habit of 
spending a goodly part of the best 
hours of the day at their own 
desks, they need prodding, they 
need to be reminded that the way 
to get business is to go after it 
when it is possible to land it; 
namely, when “prospects” are 
reachable. The hours’ when 
“prospects” can be seen are few 
enough and short enough at the 
best. Why waste those precious 
hours by sitting at a desk doing 
things which could be done just 
as well at other times?—B, C 
Forbes in Forbes Magazine. 





Makers to Stamp Name of 
Material on Gloves 


With a view to winning increased 
public confidence and improving busi- 
ness the members of the National 
Association of Leather Glove Manufac- 
turers at their recent convention in 
Chicago voted that all members of the 
association be instructed to stamp all 
gloves with the name of the material. 
This was done so that the public can 
know what it is buying, and conse 
quently avoid misleading marks and 
names. The association has prepared 
a booklet on the care and use of leather 
gloves for distribution to the retail glove 
trade. This also touches on trade abuses 
and offers advice on future buying. 


Briand Bestows Honor on 
Louis Wiley 


Premier Briand, of France, decorated 
Louis Wiley, business manager of the 
New York Times, with the Legion of 
Honor on November 25. In Printers’ 
InK of October 13 it was reported that 
by a decree proposed by the President 
of the Council and the Minister of 
Foreign Affairs of France,-Mr. Wiley 
had been nominated a Chevalier of the 
Legion of Honor for very distinguished 
services rendered to France. 





New Advertising Manager for 
“Current Opinion” 


A. Babcock has been ap 
pointed advertising manager of Cur 
rent Opinion, New York. He was 
formerly advertising manager of Asi 
New York. 


Carr & Columbia, Inc., 
New Account 


Carr & Columbia, Inc., | New York, 
have secured the account of _C. G. Gun- 
ther’s Sons, furriers, New York. 


Raymond 
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Quarter Pages 
in House & Garden bring 


1017 Inquiries 


e 


Whatever results you want—direct sales— 
dealer connections—consumer or trade in- 
quiries—if you have good goods to adver- 
tise, House & Garden is 100% dollars-for- 
dollar productive. 


Here’s another example. A manufacturer 
of high-class lighting fixtures,* using only 
two quarter pages in House & Garden, 
advertised for inquiries. He got over a 


thousand. 
This is the list: 
Small House Inquiries...... 550 Country House Estates,..... 27 
EE cic wcenhanenaanis 57 Electrical Dealers .......... 29 
Strictly Interior ........... 35 Public Buildings ........... 21 
Miscellaneous Inquiries..... 48 


All of which indicates wide and representative 
distribution in its class field—attentive following of 
the advertising—responsiveness of readers—above 


all, RESULTS. 


Isn’t each of these factors a forceful recommenda- 
tion of House & Garden as a leader for your 1922 
list? 


*Name on request. 








House & Garden 


One of the Nast Group 
VOGUE - VANITY FAIR - HOUSE & GARDEN 



























Hotel Man 
Tells Hotel Owners to 
Advertise 


N an address before the better- 

ment and expansion committee 
of the American Hotel Associa- 
tion at New York, Herman Mack, 
President of the Hotel Associa- 
tion of Chicago, suggested that 
consideration be given a general 
advertising plan for hotels. 

Mr. Mack said that there was 
need of a general advertising 
campaign that would inform the 
public more completely concern- 
ing hotel ethics, standards, poli- 
cies, practices, costs, rates, and 
the important part played in 
public life by the hotel and by 
hotel management. 

“The strongest appeal in hotel 
advertising,” Mr. Mack said, “is 
that of service, but when service 
is advertised and promised then 
service must be given. Service is 
the thing that hotel patrons look 
for and expect. They love the 
luxury and the ease that usually 
is associated with hotels, and they 
enjoy the attention that comes as 
from servant to master. It is one 
of the weaknesses of human na- 
ture to like to give orders and to 
be waited upon. And so it is up 
to us as hotel proprietors to give 
all the service and attention we 
can properly give for the charge 
we make. 

“If, as I have suggested,” Mr. 
Mack continued, “it seems to be 
the consensus of opinion that a 
general publicity campaign be 
undertaken, then there remains to 
be worked out the modus oper- 
andi or the plan for putting it 
into effect and operation. 

“In case it should be recom- 
mended that a committee be 
created to investigate such a prop- 
osition as I have indicated and 
with the authority also of carry- 
ing out the work, I should think, 
if I may venture this suggestion, 
that the committee should be con- 
stituted by the selection of one 
member from each State for the 
purpose of getting information, 
suggestions and advice from all 
parts of the country.” 
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Newspaper Experience in 
a . 2 
Charging for Service 
How anp ano How.anp 
New York, Nov. 18, 192]. 
Editor of Printers’ Ink: 

Regarding “Why Many Charging for 
Service Plans Fail,” in last week’s issue 
of Printers’ Ink. 

Do you not think that the reason why 
many charging for service plans have 
failed is because they charged for ser- 
vice! 

In other words, do you not believe 
that many of them would be successful 
if the maximum price were shown 
(and that only) and discounts given 
for carrying home, etc.? For example: 
Some newspapers have found it diff- 
cult to charge an extra price for one 
thing and another. But they have been 
successful in placing a rate high enough 
to cover everything and then give dis- 
counts for various things. 

Some papers, for instance, say that 
their rate is such a price per line and 
then give a definite discount for copy 
which is in two days prior to the date 
of issue and another discount for copy 
which is in a day prior to the date of 
issue. 

They would find it very difficult to 
have a flat rate and charge extra in 
the event of late copy. But they have 
been successful in charging a higher 
price and giving discounts for early 
copy. 

Do you not think that this same 
principle would work out successfully 
in many other lines? 

Most everyone resents having to pay 
extra for anything. But, on the other 
hand, most all human beings like to 
feel that they are getting some sort of 
a reduction from the regular price. 

How Lanp anv How .anp, 
A. W. How .anp. 


Two New Accounts for World 
Wide Agency 

The World Wide Advertising Cor- 
poration, New York, has obtained the 
accounts of the Robert Bosch Magneto 
Company and the Scientific Utilities 
Company, Inc., both of New York 
Trade journals will be used~for the 
advertising of the Bosch company 


Canadian Farm Paper Adver- 


tiser Appoints Agency 

The Grimm Mfg. Co. Limited, Mont 
real, will advertise “Champion” Evapo 
rators for maple syrup in a list of farm 
papers. The advertising account ol 
the Grimm company has been_obtain 
by the Sydney S. Bowman Company, 
Montreal. 


Arthur Blakey with Chicago 
Lithographers 


Arthur Blakey, formerly with Critch 
field & Co., Chicago advertising agency. 
is now manager of sales promotion for 
the Marquette Lithograph Co., Chicag®, 
offset lithographers. 
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or Patrick Tappé is not only 
famous for his fashion creations, 
but also for his unusual ideas for quaint 
costumes and for interior decoration. 
Every month Tappé contributes to 
Harper’s Bazar an article with his own 
original sketches. For the Christmas 
Bazar ‘he has designed costumes for a 
children’s Christmas masquerade—a de- 
lightful feature for the mother of “the 
poor little rich girl” and boy. 


Harpers bagar 
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““We are never afraid to 
show the best goods in 
the store to the farm 
customer”’ 


So writes Thomas N. Witten, hardware 
merchant, of Trenton, Missouri. 


“Though our store is in a town of 7000 
population, over half my trade is with 
farmers. It would be larger yet if manu- 
facturers realized how much of the pur- 
chasing power of America is in the rural 
districts and advertised to reach it. 


“The largest field for sales of home con- 
veniences is in the country. The rural 
mail route has changed farm reading and 
thinking and the farm family wants bet- 
ter things than a few years ago. 


‘Missouri has just voted 60 million dollars 
for good roads. Cropsare fine. The farming 
business, the first to feel the depression, 
is also the first in recovering. I anticipate 
a profitable future for agriculture, which 
means a constantly growing opportunity 
for the sale of standard goods. 


‘Ihe COUNTRY 


The Country Gentleman The Ladies’ Home Journal The Saturday Evening Post 
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THOMAS N. WITTEN 
Past President of the West- 
ern Retail Implement and 
Hardware Association. Di- 
rector National Federation 
Retail Implement Dealers 


“It seems to me THE COUNTRY GENTLE- 
MAN opens up a field in advertising high grade 
merchandise that has a wonderful possibility in 
sales making. We find it responsible for many 


of the inquiries for our goods.” 


GENTLEMAN 


The Curtis Publishing Company, Independence Square, Philadelphia, Pennsylvania 
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HERE’S romance in 
rivets, rice or rubber, 
Thelure of lore vital- 


izes Copy. 


a Tell them Lloyd George 
‘mS7? = and «Voltaire were cob- 
= blers; that a law fixing 
4 the length of shoes is still 
"iF on the statute books— 


Vv 






=< ~—*,., and sell them footwear. 
© 6 OR | Tell them Franklin in- 

&) 4,0}. %axbavented a cookstove; tell 

Sanu) ==<-"them Labouchere shod 

them mummies retain 

their perfumed scent 4,000 years after burial — and sell 
them more heaters, savings accounts and cosmetics. 


[NGS his horses with silver; tell 
Our {Lore and Research Department will get 
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you the facts alone or work them up into copy and | 


illustrations if you say so. Either way, command us 


by the occasion or year. 


An exceptionally trained personnel for creating 
unusual brochures or magazine and newspaper 
advertisements in series 
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SAMSON SERVICE 
Strength in Advertising 
Washington City F. Romer, Pres. 
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Squeezing New Use Opportunities 
Dry 


How the Electric Vacuum Cleaner Company Is Turning a Salesman’s 
Suggestion into a Depression Beater 


By Julius Tuteur 


President, Electric Vacuum Cleaner Co., Inc., Cleveland 


[' was a mighty good tip that 
our fepresentative brought 
back, following his visit to a 
Davenport, Iowa, store. 

He didn’t waste any time the 
morning he had to wait a few 
minutes to see the proprietor. 
First, he used his eyes. On one 
side of the store, where there was 
alot of shelf-merchandise, he saw 
a man working. The man had 
removed the handle from the pro- 
prietor’s Premier Electric Cleaner 
and had attached to the casters a 
strap which he had thrown over 
his shoulder so that he could 
carry the machine easily and at 
the same time have his hands free 
to guide the cleaning tool over the 
merchandise. The salesman saw 
that the clerk was doing the work 
effectively, too. 

Seeing this, the salesman then 
used his brain. Immediately he 
had an idea that wouldn’t down. 
Why not a little vacuum cleaner, 
light enough and efficient enough 
to clean shelf-merchandise and 
the interior of closed automobiles, 
easily and quickly? Here was 
the basic suggestion for it, and 
how obvious, how simple, and 
how logical it all seemed! The 
wonder of it was that someone 
had not already thought of this 
before and carried his idea to 
practical reality. Bubbling over 
with the thoughts coming out of 
this incident, the salesman _re- 
ported his suggestions to our en- 
gineers, 

The result was the development 
of the Premier Handy Electric 
Vacuum Cleaner. It is no heav- 
ler than an electric iron, weigh- 
ing only six and _ one-fourth 
pounds. It-is supported by means 
of a strap over the operator’s 
shoulder, leaving both hands free 
to direct the cleaning tools. It is 
really “the little brother of the 


Premier,” our standard cleaner, 
and that’s what we like to say 
about it in our advertising. 

For six months we tested and 
improved the Handy before we 
put it on the market. After mak- 
ing it, we found at once that it 
could be used effectively in clean- 
ing shelf-merchandise, the up- 
holstering of automobiles, billiard 
tables, clothing and the like. 
When it was first tried on billiard 
tables, it removed all the dust and 
chalk from in and under the felt 
quickly, but the suction was so 
strong that it threatened to loosen 
the felt from the slate-topped 
tables. A brush attachment was 
developed to check to the right 
degree the force of the suction. 
Other refinements were made 
until it was well adapted to a 
hundred uses. 

And it is really surprising how 
rapidly we are uncovering new 
uses for the machine, and there- 
fore finding additional potential 
markets for it. The other day an 
ice company in Philadelphia or- 


dered twenty-five with curry- 
comb attachments for use in 
keeping its horses clean. An 


Eastern undertaker utilizes one to 
remove dust from the interior and 
exterior of caskets. Barbers use 
them to keep the hair from the 
floors of their shops and the 
clothes of their customers. Por- 
ters use them instead of brushes 
to take lint and dust from the 
clothes of their patrons. A 
Toronto telephone exchange 
makes it clean the switchboards, 
wires and other apparatus where 
dust accumulates. By means of 
the blower attachment, the cleaner 
will either drive the dust from 
screens and radiators or play the 
part of an electric fan. The latest 
practical use for the Handy is in 
the cleaning of the hammers, felt, 
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sounding board and wires 


pianos. 


To catalogue the varied uses 
for the Premier Handy, and to 
keep distributors and dealers in- 
formed promptly about these pos- 


sibilities, we have 
created a clear- 
ing house for 
ideas. As soon as 
new uses are dis- 
covered, every 
distributor, dealer 
and salesman re- 
ceives the news 
and is told about 
the new sales 
fields to be cul- 
tivated. Users, 
dealers, distribu- 
tors and salesmen 
are also invited 
to report what 
they find out 
about new ways 
of utilizing the 
little cleaner. 
The problem of 
marketing we find 
involved and in- 
teresting, and we 
are just beginning 
to enter in a large 
way some of the 
many sales ave- 
nues open to 
us. 
The fact that 
our firm for more 
than a decade 
has been putting 
an electric vacuum 
cleaner into thou- 
sands of homes— 
more than a half 
million in use to 
date—gives us 
marked advan- 
tages in this later 
development. Ob- 
viously, we have 
already built up 
an extensive dis- 
tributing and ser- 
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trade-marked name into thousands 


and thousands of homes, 


It is 


‘OT only does the Premier enable you to clean im the “sick room. 
bur it also protects from dust and mic those who are weil 
In fact, the simple solution of the whole housecleaning problem is 









a 
remser 
ERS 


Y FIRST AMONG CLEAN! 


ThePremier has a revolving rubber nozzle brash. It isdriven by air 
Irs cubber rips beat and vibrate the carpet. They loosen the imbedded 
dirt and pick up thread, hair and lint. The swi _ 
The Premier is the cleaner that never makes you bend your back. Light in 
wenght. compact in size, its powerful suction is not exceeded by any other 
vacuum cleaner made. By the use of its attachments you can easily 
and efficrently clean mattresses, pillows, hangings and furnishings 





Cash Price, $42.50 ( Sacepe Pecthe 
Attachments, 


$10.00 | Comrond Comate 


Ome doll 
Ll be 





serve wg ough 90 service starcans in primerpal cites 
Announcing THE PREMIER HANDY 


The PREMIER HANDY — lernie brother of the Premaer 
Caner mow on the Thess email ght engine 
dtecers aCwume cleaner thers bes scree over the 
Rowites I weap: chaghity over woe 

Gemened tor Gaming chet) mevchem ier fees rae 
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GENERAL MEDIUMS ANNOUNCE THE 
“*HANDY” IN SUBSIDIARY PARAGRAPH 


because, 


as the name 


that we 


should depend upon the organiza. 
tion and prestige we already have 
built up. 


Therefore, when we 


were ready to 
place the Premier 
Handy upon the 
market, we first 
turned to our dis- 
tributors, who im- 
mediately passed 
on to their dealers 
full information 
about the new 
cleaner. They 
sold, and are 
selling these small 
machines pri- 
marily to dwellers 
in small apart- 
ments, where 
space means much 
and cost must be 
considered. Sales 
are being made 
daily to owners 
of . automobiles 
and to others who 
have special uses 
for a small 
vacuum cleaner. 
But it is evident 
that these distrib- 
utors and dealers 
cannot readily 
and directly reach 


many of the 
big fields open 
to the Premier 
Handy. 


We are also 
feeling a dem 
for this cleaner 
from our service 
stations. These 
are located m 
forty _ principal 
cities of the coun- 
try. The outlet 
here, however, 
cannot be large 
indicates, 








vice organization throughout the 
country. And our advertising, 
which has been appearing regularly 
for years in trade journals, maga- 
zines and newspapers, has been 
educating homekeepers in the uses 
and advantages of electric vacuum 
cleaners and has been carrying our 


they are first of all real service 
stations rather than sales quarters. 
They are set up and operated pr- 
marily for the benefit of Pre 
mier owners, co-operating def- 
nitely with our distributors and 
dealers. 
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Profits 
and Quick Action for 
Financial Advertisers in 


THE 
Minneapolis Tribune 


In the first nine months of 1921 The Tribune 
carried over 80,000 lines MORE financial adver- 
tising than any other Minneapolis newspaper. 


Offerings through The Tribune invariably 
obtain their Northwest quota quickly. 


This is true because The Tribune has the 
reader interest, the prestige, and a circulation 
far in excess of other papers. 


BECAUSE THE GREAT MORNING TRIB- 
UNE, FIRST TO REACH BUSINESS MEN 
AND INVESTORS, IS THE ONLY MORNING 
PAPER PUBLISHED IN MINNEAPOLIS. . 


Because The Morning Tribune, The Evening 
Tribune (with separate and unduplicated circu- 
lations), and. The Sunday Tribune give financial 
advertisers complete coverage from the wealth- 
iest to the least moderately situated of the 
people. 

Because the readers of The Tribune believe 
in it and have confidence in both its news and 
its advertising pages. 

We will be glad to send you a_ booklet indi- 
cating the purchasing power of the Northwest. 
Write for it. 


National Advertising Representatives 


JOHN B. WOODWARD GUY S. OSBORN 
Times Building Tribune Building 
New York City Chicago 
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But with so many varied uses 
for the Premier Handy already 
known, neither our regular dis- 
tributors nor the service stations 
can be depended upon to reach 
thoroughly many fields open to 
the small cleaner. Jobbers and 
their dealers who specialize in 
selling to garages and auto own- 
ers can most effectively, and at 
least cost, reach thousands of the 
best type of prospects. Billiard- 
supply houses, barber-supply 
houses, and store-fixture dealers 
can reach other opportune mar- 
kets directly and_ efficiently. 
Since our present selling organi- 
zation, handling both machines, 
reaches homekeepers almost ex- 
clusively, it is evident, of course, 
that there can be little or no 
crossing of wires, little direct 
competition, between our distrib- 
uting agencies and these jobbers 
and dealers in special fields. 

So, without increasing to any 
appreciable extent our already 
well-established sales organiza- 
tion, we are invading new fields 
by going directly to the distribu- 
tors that can best sell the Pre- 
mier Handy Cleaner in these par- 
ticular fields. We have not gone 
far enough in developing these 
new fields to announce with any 
degree of certainty what the out- 
come will be, but analysis shows 
that the possibilities are big; and 
we are developing them as rapidly 
and effectively as careful, ag- 
gressive merchandising methods 
allow. 


DIRECT CAMPAIGN TO AUTOMOTIVE 
JOBBERS 


A few weeks ago a campaign 
was started among automotive 
jobbers, who sell to garages and 
through dealers. A sales letter 
was sent to every recognized job- 
ber in the United States and Can- 
ada, pointing out the big market 
for a cleaner particularly adapted 
for cleaning the upholstery of 
cars. Jobbers’ discounts were 
named and a week’s thorough 
trial of the machine without cost 
was offered to add to the appeal 
of the letter. An_ illustrated 
booklet, showing the practical 
uses of the Handy was enclosed. 
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In spite of the general depression 
in the automotive field, and ip 
spite of the fact that late summer 
and fall are the periods when 
jobbers slow up in their orders 
the results in direct sales from 
this preliminary campaign ran 
way over the usual returns from 
direct-mail] drives. Many re. 
orders also have been received, 
One Eastern dealer sold a hun- 
dred of the small cleaners within 
a month and is now calling for 
larger shipments. 


OTHER MARKETS BEING TESTED 


A test campaign is being car- 
ried on among piano dealers in 
Ohio with satisfactory results 
Plans are set for a drive among 
the barber-supply and the billiard- 
supply houses. This will be fol- 
lowed by one among store-fixture 
dealers, whom we look to as the 
best ultimate outlet in the mer- 
cantile field. 

As to our general advertising, 
the Premier Handy profits from 
the reputation which has been 
created for our standard cleaner, 
through extensive advertising and 
use. The plan, which is already 
working successfully, does not, 
therefore, face the usual ob 
stacles common to the introduc- 
tion of a new product, neither 
does it demand the big advertis- 
ing expense incident to putting a 
product on the market. 

The plan is simple. Superim- 
posed upon the advertisement in 
women’s magazines of our stan¢- 
ard machine, we place a_ small 
illustrated advertisement of 
the Premier Handy—“the little 
brother of the Premier.” The 
copy tells succinctly of the size, 
uses and price of the cleaner 
The prestige of our standard ma- 
chine immediately helps to give 
prestige to the new cleaner. 

The business-paper advertising 
has featured the Premier Handy 
by itself, and we purpose contin- 
uing this. Until recently we lim- 
ited this advertising to electrical- 
merchandising publications, but 
now we are entering the papers 
in the automotive field. We ex 
pect soon to use space in the 
publications reaching _ barbers, 
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The Omaha ‘World - Herald 


announces a reduction in its National advertising 
rate, effective on and after January 1, 1922, of one 
cent a line. New rate, 16c flat, Daily or Sunday. 
Advertisers under contract will receive the benefit 
of this reduction. 


Daily Circulation . . 78,000 
Sunday ” . - 74,000 


There are approximately 48,000 possible purchasing 
homes in Omaha and Council Bluffs. For over ten 
weeks the World-Herald has averaged over 38,000 
city circulation daily and over 35,000 city circulation 
on Sundays. No other Omaha paper has within 
10,000 of this city circulation. 


The World-Herald carries each month 46% or more 
of the clean advertising published in the three 
Omaha papers, leading the next paper (first 10 
months ’21) by 40% in local display, 98% in National 
display and 201% in classified (medical ads ex- 
cluded, as the World-Herald refuses them all). 


You can cover 80% of Omaha and Council Bluffs 
by using the World-Herald alone. 








Our Service Department is for your benefit. 
Please use tt. 


The World-Herald 


O’Mara & Ormssee, Inc., Representatives 
New York, CHIcAco AND SAN FRANCISCO 
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Read It? 


piace epg studies of a publication’s circulation 
are useful to the advertiser but they can never tell the 
whole story of advertising value—or even half of it. 

For after you have found out who gets a paper, where 
they live, what kind of people they are, and how they 
happened to get it—the vital questions still remain to be 
answered. 

Do they read it? Do they read it with genuine interest 
and enthusiasm? Do they read it from cover to cover? 
Does their ‘interest get across the column rule into the 
advertising space? 

Speaking of Farm Life, the answer to all those questions 
is Yes. For Farm Life talks about the things that interest 
the farmer, in the way the farmer talks about them him- 
self. Its many splendid, heartening and optimistic fea- 
tures make Farm Life a pleasant visitor—an eagerly 
welcomed monthly guest. 

This reader interest is what Farm Life has to sell. It is 
the soul and heart of one of the greatest advertising values 
in the publishing field. 


Farm Life has 850,000 subscribers evenly distributed 
over the whole country. 


THE FARM LIFE PUBLISHING COMPANY 


THE JAMES M. RIDDLE COMPANY, 
Advertising Representatives 


New York Detroit St. Louis San Francisco 
Chicago Atlanta Kansas City Cleveland 


SPENCER. IND. 
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billiard-parlor proprietors and 
store-fixture dealers. 

Illustrated booklets and folders, 
telling the story of many practical 
uses for the Handy that “cleans 
where other cleaners can’t,” are 
being used effectively by distribu- 
tors and agents and accompany 
letters in the campaign to put the 
little cleaner before thousands of 
potential users throughout the 
country. 

Increased sales, the growing 
volume of inquiries, and the many 
avenues for sales, each with large 
possibilities, indicate that we have 
hit upon a serviceable piece of 
merchandise that very soon will 
necessitate a considerable part of 
our plant and equipment being 
turned over to the production 
of this model for these varied 
markets. 


Four Mid-Western States 
Form Advertising Association 
The Seventh District Association of 

the Associated Advertising Clubs of the 

World, having as its member advertis- 

ing clubs of Missouri, Kansas, Okla- 

homa and Arkansas, has been formally 
organized. A meeting of presidents of 
thirteen advertising clubs in those States 
was fe py held at Kansas City, Mo., 
at which a constitution, following that of 
the New England Association of Adver- 
tising Clubs, was adopted. This con- 
stitution provides that the vice-president 
of the Seventh District of the Associated 

Advertising Clubs of the World shall 

be president of the Seventh District 

Association. Lou E. Holland of Kansas 

City, under this provision becomes 

resident of the new association. Miss 

eno Osborne of Oklahoma City was 
chosen secretary-treasurer. 

Daniel A. Ruebel of the Chappelow 
Advertising Co., St. Louis, who first 
proposed a plan for the organization of 
this association at the Atlanta conven- 
tion of the Associated Advertising Clubs, 
presided at the Kansas City meeting. 

The new association will hold its first 
convention at Fort Smith, Ark., during 
the last week in January. 


Adamars Company Makes Ad- 
ditions to Its Staff 


Dillon P. Stevens has joined the 
selling staff of the Adamars Company, 
St. Louis advertising agency. te was 
formerly with the St. Louis office of the 
Alexander Hamilton Institute of New 
York. 

J. H. Windmueller, until recently 
with the advertising department of 
Butler Bros. St. Louis branch, is also 


a new member of the Adamars organi- 
zation. 
ment. 


He will be in the copy depart- 
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Church Should Advertise Ser- 
vices and Not Sermons 


A conference on church advertising 
was held at the New York Advertising 
Club on November 23 under the chair. 
manship of Dr. Christian F. Reisner. 
Addresses were made by Bruce Barton 
and Ivy Lee, and a ~~ prepared by 
Joseph P. Day, New York real estate 
dealer, was read by Dr. Reisner. 

Bruce Barton, after being introduced 
as the son of a minister, made a sug- 
gestion for future church advertising 
in the following words: 

“We know, as only ministers’ sons 
can know, the wonderful untold service 
that a Christian minister renders a 
community. We know the mothers 
that come there at night so they won't 
be seen and have asked our fathers 
what is to be done. We know the 
families that hold up their heads and 
maintain a degree of respect to the 
world, but have only been held together 
through the fact that the preacher kept 
that household together so it could get 
on its feet again. I honestly believe 
that if it were possible, clergymen of 
every city, without using names and 
by taking enough liberties with the 
facts, so that no one would be caused 
any embarrassment by it, should in their 
advertising, reach down into this great 
river of human interest which flows 
through the pastor’s study and say: 
‘Here is what the pastor did in this 
town last week—when there was no one 
but God Almighty to go to, the Church 
helped—’ 

“Tt seems to me that that is the type 
of advertising that made Christ famous 
and that has made His service so effec- 
tive throughout all the ages. Church 
service rendered—rather than church 
sermons.” 


Chicago Women’s Advertising 
Club Gives Exhibit 


An advertising exhibit was given in 
Chicago last week by the omen’s 
Advertising Club of that city. The 
show was an all-day affair. 

The object of the exhibit and the 
accompanying programme was to demon 
strate to the women of Chicago the 
advisability of buying advertised goods. 
One booth was devoted exclusively to 
the work of the National Vigilance 
Committee, the exhibit showing examples 
of objectionable publicity and the plans 
by which the public is. protected. 

Mrs. Agnes Carroll Hayward spoke 
on “Why Advertising Does Not Increase 
Cost of Food Products.” Miss Gene- 
vieve Forbes of the Chicago Tribune, 
told about her recent experiences on 
Ellis Island to which she came from 
Europe disguised as an Irish immigrant. 


Texas Circulation Men Meet 
at Forth Worth 


The annual convention of the Texas 
Circulation Managers will be held at 
Fort Worth, December 6. Harold Hough 
of the Fort Worth Star-Telegram is in 
charge of arrangements. 
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“GVERY issue of National Petroleum 

News is carefully read, and always 
with an eye for a new advertiser who may 
have an article that will help me in my 


. ” 
business. —From a Greensboro, N. C., subscriber. 


The man who wrote that is an oil 
jobber who actually started off his 
letter with a complaint because we 
have no advertisers of a certain type 


of equipment. 


The two facts are double-barrelled 
evidence of the advertising power of 
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NEWS Cleveland, Ohio 








District Offices: 


CHICAGO 
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HOUSTON, TEXAS, 303 Lumbermans Bank Bldg. 
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Bearings 
Belting 
Blowers 
Boilers 





Clutches 
Coal & Ash Handling Mach. 
Compressors 
Condensors 
Conveying Systems 
Couplings 
Cranes 


Audit Bureau of Circulations 
Associated Business Papers, Inc) | 


s 
Drinking Fountains 
Electric Equipment ’ 
Engines 
Fans \N 
Gauges j ; s 
Votor Trucks i } 
Oils 
Oil Burners 
Paints 
Pipe and Fittings 
Pumps 
Roofing 
Stokers 
Tanks 
Thermometers 
Transmission Equipment 
Valves 
Ventilating Apparatus 
AND MANY OTHERS 





THE STANDARD 





Textile World 
Industrial Equipment like that 
listed opposite is being success- 
fully sold through advertising 
in TEXTILE WORLD—this 


is a partial list from the pro- 
ducts of 850 advertisers. 





Perhaps your product is 
adapted to this market. An 


impartial survey by TEX TILE 
WORLD'S technical staff is 


part of our regular service. 


BRAGDON, LORD & NAGLE CO. 
334 FOURTH AVENUE - NEW YORK 
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Business and the Business Press 


\V. The Progress of Specialization in Defining Clearly the Field to 
Be Covered 


By Roy.W. Johnson 


HE peculiar value of a busi-\ 

ness publication to its readers, 
and therefore to its advertisers, 
is the direct result of specializa- 
tion: the selection of its audience 
from a particular group with a 
common interest, and the selec- 
tion of its message to appeal to 
that interest. This is obvious 
enough today, perhaps, but it has 
come about through a process of 
long, and sometimes painful, 
evolution. For the process of se- 
lection implies a corresponding 
rejection of readers who do not 
properly belong to the specific 
group, and of subject matter 
vhich is not directly related to the 
common interest. Neither of 
those requirements was 
within the grasp of the early busi- 
ness paper publishers, who came, 
as has been shown, from the 
ranks of business men, of news- 
paper men, or of printers. The 
strict classification of circulations 
implied loss of revenue, and the 
close restriction of editorial mat 
ter meant increased expense. 

It is to be remembered that we 
are working today in an atmos- 
phere of A. B. C. statements, cir- 
culation analyses, and for the 
most part the fullest possible co- 
operation between publisher and 
advertiser. The modern business 
paper publishers have established 
standards of practice which are 
available to anyone who chooses 
to inquire into them. But the de- 
velopment of the business press 
began under no such conditions. 
There were no standards of prac- 
tice because there had been no ex- 
perience from which standards 
might be deduced. Circulation 
laims were impossible to verify, 
or even to compare, since there 
was no agreement as to what con- 
stituted legitimate circulation. 
That held good in all publishing 
fields, not merely in connection 
with business papers. The late 
John A. Hill is said to have been 
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clearly 


the first to publish at the head of 
the editorial columns a statement 
of the exact number of copies 
printed, and he did it to prevent 
one of his own salesmen from 
lying about the circulation! The 
Iron Age refused for many years 
to give any circulation figures at 
all, because to do so would simply 
court comparison with the wild 
and irresponsible claims which 
were being made by less conscien- 
tious publications. 

Under such conditions it was 
not easy to see that there was 
anything to be gained by speciali- 
zation, and it took a high degree 
of foresight, not to say courage, 
cut down the circulation for 
the time being in order to serve 
a better defined field. No small 
credit therefore is due to the 
early business paper publishers 
who did carry on the process, 
and thus laid the groundwork of 
modern standards of practice. 


to 


SPECIALIZATION IN TWO DIRECTIONS 


As a matter of fact, this proc- 
ess of selection and rejection has 
taken place in two general direc- 
tions, which for convenience we 
may designate by the terms ver- 
tical and horizontal. The one 
represents a specialization within 


a certain definite industry, or 
group of industries; while the 
other represents an appeal to 


certain particular interests which 
are common to many industries. 
The peculiar value of a business 
publication, as distinguished from 
a general medium, depends upon 
the clearness with which its field 
is defined by one of these 
methods, or perhaps by a combi- 
nation of both. 

Vertical specialization, if one 
chooses to employ the term, or 
specialization by industries, has 
taken place in several ways. 
First, and most obvious of course, 
by the establishment of entirely 
new papers in specific fields; sec- 
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ond, by the subdivision of publi- 
cations already in existence; and 
third, by gradually narrowing the 
appeal of a more or less general 
medium until it becomes repre- 
sentative of a single industry. 
The progress of specialization 
along each of these lines has 
kept pace with the growing appre- 
{ciation among publishers and ad- 
vertisers of the real value of a 
selected market, and if it seems 
remarkably slow at times, it is 
also remarkably steady. We must 
remember that the modern idea 
of a business paper did not spring 
like Minerva, full-armed from 
the brain of some fourth-estate 
Jupiter, but was wrought out by 
practical experience on the age- 
old basis of trial and error. 
Some of the early papers did 
profess, of course, to cover a se- 
lected industry, and to a certain 
extent many of them did. But 
they were far from the modern 
conception of what is implied by 
that term. This will be clearer 
perhaps, when we come to a con- 
sideration of editorial progress in 
a succeeding article. For the 
present, however, we are con- 
cerned with the development of 
specialization as regards the field 
covered, and the selection of cir- 
culation strictly within that field. 
When John Williams estab- 
lished the paper which shortly be- 
came Zhe Iron Age, he intended 
to produce a medium which 
would reach his customers as a 
manufacturers’ agent for the sale 
of hardware. The field rapidly 
expanded, however, and within a 
few years the paper was serving 
the interests of all branches of 
the iron trade. The Shoe & 
Leather Reporter covered all 
branches of the trade, the im- 
porter of hides, the tanner, the 
shoe manufacturer, the jobber, 
the retailer. The early railroad 
papers covered the whole field of 
railway construction, maintenance, 
operation and financing, and some 
of them even attempted to capi- 
talize the public interest in rail- 
roads by seeking subscriptions 
from prospective travelers. The 
building papers sought circulation 
among all classes in the trade, 


from the humblest carpenter to 
the architect. If one may judge 
by the publishers’ own announce- 
ments, the tendency was to cover 
as broad a field as might con- 
ceivably be included within the 
scope of the publication. 

Curiously enough, on the other 
hand, certain publications were 
progressing in exactly the oppo- 
site direction. The United States 
Economist & Dry Goods Re- 
porter, to cite a single typical ex- 
ample, began life as a publication 
devoted to “political economy, 
finance, commerce, manufactures 
and agriculture.” Gradually, how- 
ever, its field became more and 
more restricted, and upon its pur- 
chase by the firm of Root & Tin- 
ker in the late ’80s, it was form- 
ally announced as a publication 
devoted to the interests of the re- 
tailers of dry goods. It retained 
its old title for some time after 
that, but eventually assumed its 
more descriptive title of Dry 
Goods Economist. The American 
Railway Journal also became 
more and more of a paper de- 
voted to the mechanical aspects 
of railroading, until its title was 
finally changed to Railway Me- 
chanical Engineer. 


DEPARTMENTS MADE INTO SEPARATE 
PAPERS 


In the meantime the publishers 
of the broad-field papers had be- 
gun to study their markets more 
closely, and began a process of 
specialization within the publica- 
tions themselves. Departments 
were created which were devoted 
to the interests of special groups 
within the circulation, and often 
the advertising which appealed to 
these groups was also segregated. 
Where this did not occur in the 
physical make-up of the publica- 
tions, it happened in the minds of 
the publishers. For as competi- 
tion grew keener they sold their 
space more and more upon the 
basis of special appeal, and 
naturally began to distinguish 
more clearly between the in- 
terests of manufacturers and re- 
tailers, or mill-owners and over- 
seers, as the case might be. In 
short, it came to be realized that 
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Duplication Is Not a Crime, But 
Failure to Cover the Field Is 


Duplication of circulation isn’t something to apologize for. Suppose 
the man who reads your advertisement tonight did see it this 
morning, and will see it again in a magazine tomorrow. Wouldn't 
you call two or three times on a good prospect, if you were sure to 
land him on the last call ? 

But failure to call at all—that’s the unforgivable crime of 
salesmanship. 

The national advertiser who doesn’t use the home dailies of the 
eighteen live small cities of Michigan is committing this crime. 
Among the people of these cities (125,000 or more) there are 
circulated approximately 9720 copies of magazines. Give them 
unduplicated scope (which isn’t true at all, of course) and you 
have a maximum circulation of 9720. 

The home dailies of these eighteen cities have a circulation of 
26,248, 16,528 greater than that of the magazines. How about 
the 16,528 your national mediums do not reach? Aren’t they 
worth while? We’ll say so—knowing that 15,000 of them own 
their own homes, that 12,000 of them have savings accounts 
averaging $300 apiece and that all but 3.8 per cent of them are 
Americans born and bred. 

You’d fire a salesman who made only a third of his calls, wouldn't 
you? You will not make 100 percent of your advertising calls 
unless you use the eighteen afternoon newspapers, each exclusive 
in its field, that comprise 


The Michigan League of Home Dailies 


Albion Evening Recorder Monroe Evening News 

Big Rapids Pioneer Niles Daily Star Sun 
Cadillac Evening News Petoskey Evening News 
Cheboygan Daily Tribune St. Joseph Herald-Press 
Coldwater Daily Reporter South Haven Tribune 
Dowagiac Daily News Sturgis Daily Journal 

Ionia Sentinel Standard Three Rivers Commercial 
Manistee News Advocate Traverse City Record Eagle 


Marshall Evening Chronicle Ypsilanti Press 


H. EDMUND SCHEERER 
National Advertising Representative 
MARQUETTE BLDG., CHICAGO 
New York Office: 30 East 42nd Street - - - - R. R. MULLIGAN 





MICHIGAN FACTS—Michigan has 37 improved 


harbors 
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,there were diveagent, and some- 
“times even conflicting, interests 
within the scope of a single pub- 
lication, and the natural and 
logical step was to divide the 
held. 

Many important papers came 
into existence in this way. Hard- 
ware Age is the outgrowth of the 
old hardware section of The Iron 
Age. The Shoe Retailer origi- 
nated in the retail section of the 
Shoe & Leather Reporter. Street 
Railway Journal, now Electric 
Railway Journal, grew out of a 
department in the Journal of 
Railway Appliances. The Ameri- 
can Stationer was an offshoot of 
the Paper Trade Journal. And 
there were many others. These 
papers had the advantage of 
starting with a nucleus of circu- 
lation and advertising which was 
already in existence, and it some- 
times happened that the new 
papers proved more lusty than 
their progenitors. It repeatedly 
happened, after an operation of 
this kind, that both papers be- 
came more profitable than the 
earlier publication had been, since 
the more highly selected circula- 
tion, even though it might be 
smaller in volume, was so much 
more valuable to advertisers. 

Horizontal specialization, or the 
selection of circulation among in- 
terests which are common to 
many industries, is of later de- 
velopment. It is not unfil the late 
’80s, with the establishment of 
Printers’ INK and Power, that 
we find any conspicuous examples 
of publications of this type. The 
early commercial newspapers did 
circulate among many different 
industries, but little or no attempt 
was made to classify circulation. 
A subscription from the treasurer 
here, the chief engineer there, the 
sales manager elsewhere, all were 
accepted as of equal unit value. 
It was not until business paper 
publishing began to be studied ob- 
jectively that it was realized that 
power plant engineers, or sales 
and advertising executives, or 
factory superintendents had busi- 
ness problems in common, and 
represented a specialized market 
for certain commodities and ser- 
vice. Fields of this horizontal 
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character are today as clearly de- 
fined, however, as specific indus- 
tries themselves, and it is wel’ 
understood that the methods 
which have been successful in 
selling shoes may be adapted with 
profit to the selling of food prod- 
ucts or heavy hardware. That, 
however, is getting into the sub- 
ject of editorial specialization, 
which will be discussed in the 
next article. 
(To be continued) 





Nonotuck Silk Company 
Changes Name 

\nnouncement has just been made by 
the Corticelli Silk Mills, of Florence, 
Mass., that the Brainerd and Armstrong 
Silk Co., of New London, Conn., the 
Nonotuck Silk Co., and the Corticelli 
Silk Mills, will hereafter be known as 
the Corticelli Silk Company. 

The Nonotuck Silk Company has been 
the corporate name of the selling agents 
of the Brainerd & Armstrong Silk Co., 
which company now becomes a part of 
the Corticelli Silk Company and the 
stock will be transferred to this name 
The stock of all three firms is owned 
by the same group of men and no 
increase of stock is necessary nor will 
there be any changes made in the officers 
of the Corticelli Silk Mills 

The Nonotuck Silk Co. was the 
original company. Several years ago 
the company applied the name Corti 
celli to some of its high-grade silks 
This generic name, it is stated, gradu 
ally came to be applied to the whole 
line of Nonotuck products and in time 
became better known than the name ot 
the company In fact, the company 
name has been subordinated in the 
firm’s advertising to the name of the 
product. 

The decision to consolidate all three 
companies under the name of the Corti- 
celli Silk Company has been brought 
about entirely by advertising, the com- 
pany states 


New Account for Grandin- 
Dorrance-Sullivan 


The Tuckaway Folding Ladder Con 
pany, New York, manufacturer of 4 
patented safety folding step-ladder has 
placed its advertising with Gr andin 
Dorrance-Sullivan, Inc., of New. York 

Distribution is being established 
through specialty distributors, the ret tai 
channel being through department, hard 
ware and household appliance stores 
Magazines and trade papers are being 
used 


Ide Collar Account tor 
Berrien Agency 
George P. Ide & Co., Troy, N Y. 
makers of “Ide” collars, have place 
their account with the Berrien Com 


pany, Ine New York 
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What Would You Read? 


Put yourself in the position of the farmer. He is a business man— 
he buys and sells, he manufactures, he hires help, he negotiates loans 
and carries a bank account. His business is farming. His office is 
his home and his factory is the field and orchard. His main interest 
is making money by growing and marketing his crops—rather than 
movies, styles, dancing, baseball and divorce. 





What then would you read it you were a farmer? Wouldn’t you be 
inclined to read first that which would tell you about your specific 
kind of business ? 

That is why you undoubtedly would read a good farm paper—and 
what is more important, you would find the things you produced and 
the condition under which you produced them so different from those 
in other parts of the country that you would be inclined to read 
material specifically devoted to your own everyday problems written 
by men who know and who are in constant touch with you and your 
problems. 

That is the foundation on which the Lawrence Farm Weeklies are 
built and have succeeded. That is why we go to the expense of 
publishing three different papers and maintaining three separate 
publishing offices and organizations each specifically devoted to the 
interests and problems of farmers in a compact territory little bigger 
than a single State.» That is why practically every prosperous farmer 
you meet in Ohio, Pennsylvania and Michigan is a reader of the 
Lawrence publications. 


The Lawrence Farm Weeklies 
Over 300,000 Every Saturday 


Ohio Farmer Michigan Farmer Pennsylvania Farmer 
Cleveland, O. Detroit, Mich. * Philadelphia, Pa. 


Members of Audit Bureau of Circulations. 
Members Standard Farm Paper Association. 


Standard Farm Papers, Inc. Wallace C, Richardson, Inc., 
Western Representative, Eastern Representative, 
Transportation Bldg., 95 Madison Ave., 


Chicago, Ill. New York City. 
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AWorld 





ANY of the large downtown Banking 

Institutions in New York today realize 

the importance of the Uptown Move- 
ment of retailers, and of the enormous 
Garment-Textile Industries. 


From Chambers Street to 42nd Street today 
is honeycombed with various textile houses, 
manufacturers, jobbers and retailers of all 
kinds and classes of men’s and women’s 
apparel, converters, mill agents, raw cotton, 
silk, wool. etc., ete. It is indeed “A World 
Market Place!” 


Read the signs on the buildings! 


And what papers are, above all, the accepted 
daily trade-news service of these industries ?— 
Daily Mews Record CGomen’s dear 

(Morning Newspaper) (Afternoon Newspaper 
Wall Street houses have neglected this important 
field; no real promotion work has been done on 

it. Where investment houses advertise in these 
media, they approach directly, practically all the 
biggest houses in this world’s market, who read 
these trade papers daily, at their desks, when they 
are ready for action! 


ee... MERE sith come 
Daily News Record 


(Morning Newspaper) 


Women’s Wear 


(Afternoon Newspaper) 





TWO OF THE FAIRCHILD 





PUBLICATIONS 
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FAIRCHILD PUBLICATIONS 


Head Office 
8 EAST 13th STREET, NEW YORK 


Branch Offices: London; Paris; Washington, 
D. C.; Chicago; Philadelphia; Boston; Rochester. 
Staff correspondents or other news correspondents 
everywhere 











PRINTERS’ INK 


MADE IN U.S.A. 


Makes Printing Easier to Buy, 
to Sell and to Pay for 


i these days of the professional relationship between the printer 
and his clients, a certain degree of standardization is necessary to 
insure prompt and accurate execution of orders without higgling over 
details of price and delivery. 


BASIC BOND makes this standardization possible. It is regularly 
stocked in a complete range of sizes, weights and colors, affording the 
correct stock for every one of a score of different requirements of 
office, warehouse, store, factory and delivery department. Banks, 
insurance companies, chambers of commerce and trade associations, 
municipalities and public service corporations everywhere are saving 
time and money and are getting better service from their printers by 
standardizing on Basic Bond. The buyer for such a concern accom- 
plishes in three minutes at the telephone more than his competitor 
to whom every printing job is a new contract, requiring personal 
negotiation and hours of time. 


THE WHITAKER PAPER COMPANY 
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Quit Riding Hobbies and Get Down to Steady, 
F. O. Watts’s 


An Interview by G., 


Banker Tells How Advertiser Can 
Get Credit Backing 


Consistent Effort, Is 
Advice 


A. Nichols with 


F. O. Watts 


President, 


[F more advertisers would stop 
using whirlwind tactics and be- 
come consistent and steady users 
of space, F. O. Watts believes 
there would be much less of a re- 
actionary spirit among bankers 
toward advertising. 

Mr. Watts, who is president of 
the First National Bank, of St. 
Louis, could hardly credit the re- 
port that any number of bankers 
were opposing advertising. It 
was his belief that the thing cer- 
tainly must have been exaggerated, 
as all the logic of the situation 
pointed exactly the other way. He 
told Printers’ INK he would not 
presume to speak for banks in 
general, but so far as the First 
National is concerned he was very 
sure that it regards advertising as 
one of the big factors in the crea- 
tion of profits, and therefore will 
not even think of placing undue 
obstacles in its path. 

But he conceded that there must 
be some show of reason for the 
reports made to PRINTERS’ INK 
by business paper publishers and 
others about their representa- 
tives repeatedly encountering “the 
banker won’t let.me” when solicit- 
ing advertising. While he did not 
know personally of any sizable 
hank that was opposed to the right 
kind of advertising, he thought 
that when such a condition did 
exist the responsibility for the 
blame could be divided about 
fifty-fifty between the banker and 
some advertisers. 

“Look over the big advertising 
successes of this generation,” said 
Mr. Watts, “and what do you 
find? You find business concerns 
that have hammered away steadily 
and consistently, week in and week 
out, month in ‘and month out, on 
the main issue. They have set a 
definite object and never 


First National 


ceased 


Bank, St. Louis 


working toward it. I do not 
believe you can find a banker in 
the United States who would 
have the temerity, the _ short- 
sightedness, the lack of business 
judgment or whatever else you 
might want to call it, to suggest 
to such an advertiser as Wash- 
burn-Crosby, for instance, that it 
stop its efforts along that line. 
Name any big national advertiser 
who has followed advertising 
steadily, sanely and consistently— 
also with the proper amount of 
conservatism—and I will show 
you a concern whose business is 
welcome at the bank. Con- 
versely, take any concern out of 
the list, no matter how big it may 
be, and let it stop its advertising. 
In that case I will show you a 
concern that would not be re- 
garded by the bank as so valu- 
able a customer as when it was 
carrying on in an advertising way, 
even though its credit might be 
perfectly good. 

MOST BANKERS WOULD GIVE CREDIT 
TO ADVERTISING 


“The banker may or may not 
be discerning enough to be able 
to tell himself in actual, everyday 


English that it was advertising 
that made these concerns such 
desirable credit risks. But he 


knows it just the same, and per- 
sonally I believe the majority of 
bankers today would hesitate not 
at all in giving advertising the 
credit. 

“In any event the case for ad- 
vertising is so strong and so in- 
controvertible that advertising 
men should have no difficulty at 
all in getting the facts squarely 
before the banker in such 2 way 
that he will recognizé that force 
for what it is and give it his sup- 
port. 












































“I believe | am right in saying 
that any banker who opposes ad- 
vertising does so because he does 
not understand it. To use any- 
thing right you have to under- 


stand it. Bankers are human just 
the same as manufacturers and 
others. They are not all-seeing. 


Some of them lag in the proces- 
sion just the same as do manu- 
facturers, retailers and every 
other class of business men. They 
do not keep up to date, and arc 
not fully informed as to the 
march of modern developments 
vitally affecting their business 
welfare. Some bankers even fail 
to use the Federal Reserve Sys- 
tem for the reason that they think 
it is simply an emergency proposi- 
tion. They apparently do not 
realize that it is a fixed part of 
the nation’s commercial machin- 
ery which enables the _ banker, 
among other things, to change his 
short-time paper into the long- 
time kind. 

“If there are old-fashioned 
bankers who do not yet under- 
stand the workings of the Federal 
Reserve System it is not such a 
remarkable thing after all that 
there may be some who have an 
insufficient view of what adver- 
tising can do for them and for 
business in general. I said ‘old 
fashioned.’ I don’t like the word 
very well. I would not want to 
be called an old-fashioned banker 
or a new-fashioned one. I am 
just a banker and I believe that 
all in this category are perfectly 
willing to give advertising a fair 
chance. 

“I wish I knew of some actual 
instances of the kind you speak 
about. I certainly would like to 
get at the real reason for any 
banker cutting off or cutting down 
an advertising appropriation. But 
I venture the guess that in many 
instances the lid is clamped down 
because of the lack of a definite, 
clean-cut objective. It too fre- 
quently is the case that an adver- 
tiser wants to spend money on a 
big publicity splurge and then ride 
along indefinitely on the impetus. 
There is no objective here that 
can be shown in figures. This is 
not the kind of advertising that 
will put business on a profitable 
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basis. It is not an investment in 
future profit possibilities. There- 
fore it is the kind of advertising 
that the banker is afraid of. I am 
afraid of it myself and I talk 
from the standpoint of a tried and 
true friend of advertising.” 

Mr. Watts agreed with the 
statement made by John Fletcher 
in Printers’ INK of October 27, 
that the failure of so many ad- 
vertisers to keep their heads dur- 
ing the time of artificial prosperity 
is causing much of their woe now. 
He thinks that any concern that 
used a part of its excess profit 
during that time to buy advertis- 
ing it did not need was doing 
nothing more nor less than piling 
up a liability that now has to be 
met. 

“Pay day,” Mr. Watts said, 
inevitable. A man is bound to 
have to pay some time or other 
for his mistakes in business. By 
the same token, he is just as cer- 
tain to get his pay for the things 
he does right. The man whose 
advertising during the year of 
greatest prosperity should on a 
liberal estimate have cost him 
$100,000 per year was putting a 
dead weight onto his _ business 
when he let the total run up to 
$125,000 without cause other than 
that he had the extra profit to 
expend. This is all a thing of the 
past. I am not bringing it up 
here because I want to reproach 
anybody or just to have some- 
thing to talk about. I am men- 
tioning it because the condition tt 
has created is one of the things 
that has to be remedied before 
advertising can have an absolutely 
fair and unhampered opportunity 


SOME ADVERTISERS HAVE THEMSELVES 
TO BLAME 


“It is a good thing to bring uP 
too, because it demonstrate 
much more _ powerfully than 
words, the 100 per cent benefit of 
conservative, steady advertising 
at all seasons and under all cir- 
cumstances. 

“If advertisers themselves re- 
gard advertising as a thing that 
can be cut out or cut down in 
times of stress and then puffed 
out to unnecessary and wasteful 
proportions when business 1s 
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Vany millions spent 
annually for: 
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Building Material 
Chairs 

Chalk 

Clothing 

Cooking Utensils 
Decorations 

Desks 

Entertainments 

Fire Exit Doors 

Fire Extinguishers 
Firtures 

Flags 

Floors 

Floor Coverings 

Floor Scrubbing Machines 
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Heating Systems 

Ink 

Maps 
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Pictures 

Plays 

Records 
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The Public School 


—animportant sales outlet 


The picture above is typical of the 600,000 or more school 
rooms in the country. 

The total investment for public educational buildings in 
this country is just under $2,000,000,000, with an average 
annual increase of over $100,000,000. 


The operating costs of public schools amount to over 
$700,000,000 a year. 

Even deducting the salaries for teachers, which consume 
from 80 to 85% of the money, there was left in 1920 an 
item of $130,000,000 to be expended for buildings, grounds, 
equipment and supplies. 

It is the teacher who agitates the question of supplies and 
new equipment for the schoolroom. Her suggestions are 
usually followed. 

NORMAL INSTRUCTOR reaches directly or indirectly 
one-half of the teachers in the United States, practically 
all the county superintendents and a large per cent of the 
city superintendents. 


For full information 
write at once 


F. A. Owen Publishing Company 
Dansville, New York 


New York Office 
110 West 34th Street 
Georcr V. RuMacs 

Eastern Representative 


Chicago Office 
708-710 Republic Bidg 
C. E, GARDNER 
Advertising Manager 


NORMAL INSTRUCTOR 
and PRIMARY PLANS 
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s 
plentiful they thereby show by 
their actions, whether they would 
admit it or not, that they really 
regard advertising as an expense 
to be readjusted up or down in 
accordance with conditions as any 
other expense would be. And if 
they themselves say by their actions 
rather than by their words— 
and actions always speak louder— 
that this is their view of advertis- 
ing how can they blame the 
banker if he insists on loaning his 
money on the same basis?” 

Printers’ INK has often been 
asked to give in a few concise 
words the definition of advertis- 
ing. Some of the brightest minds 
in the profession have deftned it 
and most of the definitions are 
good. They run largely to the 
idea that advertising is the art of 
knowing what the people need 
and then telling them about it in 
a way that will make them want 
it. 

HOW MR. WATTS WOULD DETERMINE 
APPROPRIATION 


Then there are those who try 
to cover in an epigrammatic way, 
the proposition of when and how 
much to advertise. Mr. Watts 
summed up this latter principle in 
a way that should get to every 
person in America interested in 
any way in the selling of goods. 
He said: 

“The amount to be spent for 
advertising should be determined 
on a basis of how much is neces- 
sary to put the thing across— 
provided of course that the thing 
is worth putting across and other 
considerations are equal. There 
should be no difficulty in agreeing 
upon a proper objective. Then 
enough should be spent to realize 
it. This is the way our bank ad- 
ministers its advertising. We ad- 
vertise because we need it. And 
if a business needs advertising it 
should have just as much as it 
needs and have it when it is 
needed.” 

Mr. Watts was emphatic in his 
statement that advertising is re- 
garded by the banker as an asset 
if it is of the right kind and has 
to do with something that ought 
to be advertised, “as most things 
should be, including banks.” And 
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this, while calling for conserva- 
tism and _ steadiness, naturally 
means the expenditure of enough 
money and effort, and not too 
much. 

Mr. Watts was asked what. he 
thought about a widespread re- 
vival in advertising right now, 
Did he think firms “should go to 
the absolute limit of their ability 
in the way of advertising expendi- 
ture at this time when the fight 
for business is getting more 
vigorous all the while? 

“Advertise now?” he repeated 
“Certainly, whenever advertising 
is needed. It should be done now 
just as at any other time. If a 
man advertises because he is 
scared he is just as likely to go to 
extremes as when he is throwing 
his money away. The whole 
thing should be based on a care- 
ful, sane estimate of what is 
needed and of what can be ac 
complished and the expenditure 
be gauged accordingly. I have 
repeated this several times. But 
it is well that I should because it 
is really the outstanding thing to 
be considered in connection with 
the banker’s attitude. There 
should be nothing artificial about 
advertising now. It should be 
based on needs. The need should 
be determined by a most careful 
study of the business. Then the 
advertising should be applied in 
the exact proportions that are re- 
quired, regardless of times. 

“When a business is going 
along under a full head of steam 
and orders are coming in thick 
and fast there may be a tendency 
to cut down on the advertising 
because of the fanciedidea that 
it is not needed. Or, as we have 
already mentioned, money may be 
absolutely wasted in this respect 
through being used in greater 
amounts than may be needed. But 
the tendency, taken in average 
times, is to cut down under the 
first named circumstances. This 
the banker recognizes as a mis- 
take. The province of advertis- 
ing is to build the future of a 
business. The sales a _ concern 
may be making today many times 
have little connection with cur- 
rent advertising. They form the 
cumulative result of advertising 
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World's Largest 
Shoe Market 


Home of factories which 
make shoes for the world. 
Mecca of buyers from 
everywhere. Employer of 
well-psid, well-housed 
thousands who need your 


merchandise. 
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i 
Farmer-Stockman 


REDUCES tts rates $200 
a page— 


The Oklahoma Farmer- 
Stockman was the first 
southern or southwestern 
farm paper to announce a 
reduction in advertising 
rates last July. Conditions 
now justify a greater re- 
duction, which the pub- 
lishers believe will enable 
advertisers to use space 
more generously in this 
leading farm market. High 
character and quantity of 
circulation will be main- 
tained. 





Page rate was $750 
Now $550, January 1, 1922 


Line rate was $1.00 
Now 75c, effective January 1, 1922 
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—this policy continues to give 
the advertiser more coverage 
in this territory at a lower cost 


than any other farm paper. 


(OKLAHOMA 





CARL WILLIAMS, Editor 
EDGAR T. BELL, Adv. Mgr., Oklahoma City 
CIRCULATION 122,519, A. B. C. 
June 30, 1921, Audie 


National Representatives: 


E. KATZ SPECIAL ADVERTISING AGENCY 


New York Chicago Atlanta Kansas City San Francisco 
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that has been done through a 
period of months or years. The 
advertising that a firm does today 
is what it is going to realize upon 
tomorrow. I am stating nothing 
new here. Printers’ INK has 
said the same thing again and 
again. But I am telling you this 
so that you will know bankers un- 
derstand the principle of cumula- 
tive advertising and will be guided 
by it. 

“One trouble with business in 
this country is that we are so 
likely to go to extremes. We get 
a hobby and ride it to death. 
Take, for example, this matter of 
‘frozen credits.’ Somebody used 
this expression a while back and 
then all at once, throughout the 
country, all kinds of slow-moving 
credits became ‘frozen.’ 

“Then it became the fashion to 
ride the retailer. A year ago it 
was meet and proper that he 
should be ridden. But now I 
believe the large retailer at least 
is striving to do his full part in 
bringing business back. I say this 
on the authority of a leading St. 
Louis retailer with whom I had 
lunch yesterday. And my own 
observations, previously made, 
confirm his views. I am not so 
well acquainted with conditions in 
the small retail stores that you 
speak about. If the small retailer 
has not taken his loss he by all 
means should do so _ forthwith. 
But the point is, when we ride the 
retailer we unconsciously throw 
too much of the burden upon him 
and then we do not give fitting 
attention to our own tasks. 

“The thing that can help re- 
build business right now is con- 
servative, earnest—but at the 
same time amply sufficient—ad- 
vertising. All the frills should be 
cut off. All the fear and guess- 
work should be removed. Every 
business man large and _ small 
should clean house if he has not 
already done so and then find out 
exactly what his needs are. He 
should set his objective and then 
prepare to expend all the effort 
that may be needed to realize it. 
Unless I am very much in error 
he will find, after these things are 
done, that his banker will back 
him up. 
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“The banker does not like 
hobby-riding. He does not like 
advertising that goes to extremes 
either way. To him waste is a 
cardinal sin. But plan the ad- 
vertising in a business way and 
be ready to administer it on the 
same basis and the banker is go- 
ing to help it along from the 
standpoint of self-interest if 
from no other. Advertising 
builds business. Therefore it is 
only simpte common sense for the 
bank to want its customers to ad- 
vertise.” 


Justin R. Weddell Joins 
Erickson Agency 

Justin R. Weddell has joined The 
Erickson Company, Inc., New York, as 
account executive Until recently Mr. 
Weddell was with the advertising de 
partment of the National Aniline & 
Chemical Company. He was advertis 
ing manager of the Firestone Tire & 
Rubber Company for two years and for 
many years was engaged in advertising 
work in automotive and _ machinery 
fields. 


Indianapolis Agency Has New 
Accounts 


The Sando Advertising Company, 
Indianapolis, has secured the following 
new accounts Kiefer-Stewart Drug 
Company, wholesale drugs and _ toilet 
goods; The Gibson Company, wholesale 
automobile accessories; the A. Steffen 
Cigar Company, maker of Faust and 
Gretchen and Tish-a-mingo cigars; and 
the Briant Specialty Company, manu- 
facturer of games 





lo Direct Hanan & Son 
Advertising 

Hanan & Son, shoe dealers, have 
retained Alfred Stephen Bryan as ad 
vertising counsel. Mr. Bryan will 
prepare and direct the company ’s news- 
paper advertising in New York and 
its magazine advertising. 


“Ila Hacienda” Appoints New 
Representatives 

\lbro C. Taylor has_ been made 
Eastern manager of La Hacienda with 
offices in New York William Gone 
Wendt has been made Western manager 
of the same publication with offices i 
( hicago 


J. H. Cross Co. Secures Ink 
Account 
The J. H. Cross Company, Philadel 
phia, has secured the account of_ the 
Super-Safetee Ink Corporation. New 
York Newspapers will be used 
beginning about January 15. 
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The Plain Dealer 


How About 
Cleveland 


and Northern Ohio? 


The people are here—nearly 3,000,000 of 
them—and the money is here, too. 


You'll make no mistake by putting Cleve- 
land at the top of your list of cities, and 
The Plain Dealer FIRST on your list of 


mediums. 


FIRST in Daily Circulation, FIRST in Sun- 
day Circulation, FIRST in Total Paid Ad- 
vertising, The Plain Dealer is also FIRST 


to reach the readers with your message. 


It greets them when they are in a buying 
mood—in the morning. 


The Plain Dealer’s enviable position of 
FIRST in Everything is the result of years 
of steady growth. The advertiser can cash 
in on this advantageous position by telling 
Cleveland and Northern Ohio about his 
product through 


The Plain Dealer 
First Newspaper of Cleveland, Fifth City 


John B. Woodward Woodward & Kelly 
810 Times Bldg. 811 Security Bldg. 
New York Chicago 
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Life 


reaches prosperity en masse 


























he reason for “Life Limited” 


IFE’S pages are limited in number. 
They never exceed fifty-two. 


To the advertiser, this is important. 


For the public mind can retain com- 
paratively few of the impressions it 
receives. Obviously, if it must scan 
fifty or a hundred full page adver- 
tising messages, all clamoring for at- 
tention and interest, comparatively 
few leave their imprint. 


In Life, the advertiser is one of a 
group —not a crowd. 


Gee. Bee. Are., Life’s Adv. Mgr., New York 
B. * ha ROVANDIE, Western Manager, 
537 Marquette Bldg., Chicago 
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TORONTO-—Ideal Site 
for Y E Pl 7 
‘ , at 
The advantage of manufacturing in Canada for pol 
overseas trade, as well as for Canadian trade, has of 
been proven by over 300 American concerns now tha 
located in Canada. - 
. . ) 
Toronto—through its Board of Harbor Commis- a 
sioners which contrels its waterfront and large | An 
industrial areas—offers mMducements worth careful ma. 
investigation. 
. . ° x 
Twelve hundred acres of industrial sites are for I 
sale or lease AT COST. The Harbor Board is not adc 
a profit-making institution; these are seme of the in | 
facilities of this industrial area— al 
oe —_—— be ‘rest cas to Street cars, water and sewage; = 
e@ Dusiness centre 0 oronto; ° 
Paved streets and sidewalks; Seeech beaks; . po 
Electric power and light from Lake shipping from six and det 
Niagara Falls at low rates (pub- 0d @ half miles of cement we 
licly owned); piers, with 24 feet of water in ] 
Fifteen miles of steam railway Channels; ae 
tracks, connected with Canada’s Twenty-seven industries repre- r* 
three transcontinental lines—and senting over $10,000,000 of in- 
with special inter-switching ar- vestment have located in this go\ 
rangements; area in the last few years. the 
Located in Toronto, the manufacturer is at the centre was 
of the great Toronto-Ontario Market. it comprises an 
one-third the population of Canada—produces one-half pa 
the country’s manufactured product; consumes.one-half the am 
goods entered through customs for home consumption. cm 
This great domestic market is at the door of the Toronto 03 
manufacturer—it is easy to ship to it; easy to sell in it. is 
SS 
The Globe is the Dominant Newspaper in this a 
market. Its circulation of over 100,000 is the largest 24, 
circulation ever GAINED by a morning paper in | es 
Canada. It is first in Canada as a General Adver- De 
tising Medium. Correspondence relating to Cana- , 
dian business conditions will have careful attention. es 
th 
tis 
e lobe : 
pr 
¢ nes 
TORONTO mi 
ap} 
Member A. B.C. aa 
int 
WILLIAM FINDLAY, Business Manager pr 
Verree & Conklin—New York, Chicago, Detroit, Portland, Ore. thi 
me 
thi 
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Change in Advertising Rules of 
New York Stock Exchange 


Action May Indicate a More Lenient Attitude toward Member Advertising 


HE board of governors of the 

New York Stock Exchange, 
at a mecting on November 23, 
made a change in the regulations 
of the Exchange on advertising 
that certain financial advertisers 
believe may mean the beginning 
of a more liberal attitude toward 
the advertising of its members. 
An understanding of this change 
may be best afforded by reading 
the advertising regulation of the 
Exchange. 

In 1898 the board of governors 
adopted the following rule: “That 
in future the publication of an ad- 
vertisement of other than a 
strictly legitimate business char- 
acter, by a member of the Ex- 
change, shall’ be deemed an act 
detrimental to the interest and 
welfare of the Exchange.” 

In 1916 the following regulation 
was added: 

“That it is the opinion of the 
governing committee that under 
the resolution of February 9, 1898, 
no member of his firm is per- 
mitted to use ‘catch phrases’ or 
to depart in any way from direct 
and simple methods of adver- 
tising.” 

After the meeting on November 
23 the following statement was 
issued : 

“That the resolution of April 
24, 1916, be rescinded as of De- 
cember 15, 1921, and that the fol- 
lowing be adopted to take effect 
December 15, 1921: 

“That no member of the Ex- 
change and no firm represented 
thereon shall publish any adver- 
tisement unless either it is in a 
general form that has been ap- 
proved by the committee on busi- 
ness conduct, or it has been sub- 
mitted to said committee and 
approved by it.” 

This action, Printers’ INK is 
informed, comes as a result of 
pressure brought by members of 
the Exchange and by advertising 
men. It is reported that before 
this action was taken the Ex- 
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change’s committee on Business 
Conduct invited the opinion of 
advertising men. It was also re- 
ported that Printers’ INK’s many 
articles and editorials on this sub- 
ject had been of value to this 
committee in its consideration of 
the subject. 

The chief argument for a 
change in the advertising policy 
of the Exchange has been that 
non-members have advantages in 
attracting a clientéle by means of 
better advertising, to the detri- 
ment of members. ' 

“A statement on the value of 
this change would be only a 
guess,” Printers’ INK’s represen- 
tative was told by a man in charge 
of the advertising of one member 
of the Stock Exchange. “Only 
advertisements that come from 
the hands of the Business Con- 
duct Committee with its approval 
after December 15 can show what 
this change means. While you 
may not find this committee mak- 
ing hard-and-fast rules on adver- 
tising, you will find that it will 
not pass any advertisement of a 
member that contains anything 
designed to appeal to the hopeful 
credulity of its customers. This 
committee, in making its decisions, 
endeavors to reduce all risks to 
speculators and investors buying 
of its members. This fact should 
be always kept in mind in judging 
whatever action the committee 
may take on advertising after 
December 15.” 





Great Western Railway to 
Advertise 


The Chicago Great Western Railway 
has given its advertising account to the 
McCutcheon-Gerson Service of Chicago. 
A survey of business conditions is being 
made throughout the Middle West pre- 
paratory to a newspaper campaign. 





The advertising account of the Peli- 
can Well Tool & Supply Co., Shreveport, 
La., is being handled by the C. 4 
Bryan Advertising Agency, which was 
recently formed in that city. 









The Problem of the Unique Mortise 


The Composition and Display Power of an Advertisement Often Depend 


upon the Type Frame 


By A. L. Townsend 


HERE was a time in the his- 

tory of advertising when the 
form of an advertisement was of 
small consequence. People assumed 
that the public would read every- 
thing assiduously and that what 
you had to say was far more im- 
portant than how or where you 
said it, and under what circum- 
stances. 

Some of the most successful of 
the modern campaigns discard the 
mortise idea entirely. Composi- 
tion takes the place of it. White 
space is the working material. But 
there still is need for the type 
mortise that is unconventional. 

Unique arrangements of deco- 
rative border lines are too com- 
monplace for discussion here. They 
are the usual thing done in the 
usual way. It is just as fair to 
assume that studied stage settings 
add to the spoken word of the 
stage as to insist that mortises for 
type form a sort of spirited prosce- 
nium arch, plus stage decoration, 
in which is set the advertising 
message. In this generation clever- 
ness has a large audience. There 
is small need to deny it. 

Six months ago, an automobile 

concern had a message to deliver 
of great importance. The an- 
nouncements were set in bold 
type, and conventionally displayed. 
They did not cause a ripple. The 
campaign was recalled and re- 
built. Special borders were ar- 
ranged forthetype. Andsomething 
in these constantly varying dis- 
plays brought them into a new 
prominence. They could not be 
overlooked. 
* Unquestionably, the mere com- 
bination of straight or circular 
lines has been overdone. There 
is nothing new in this direction. 
However artistic they may be, 
they go just so far, and stop. 
Showmanship is essential. 

It may mean only the slightest 
variation from the customary. An 


striking photographs for his cam- 
paign. They were all-over compo- 
sitions and dark in tone. Some- 
where, in each layout, there must 
be a limited mortise space for 
type. In an attempt to decide on 
this question, the advertising man- 
ager cut out a piece of square 
white paper. He began to fit it 
over the half-tone areas, in an at- 
tempt to decide upon the most 
strategic place for a mortise. 

The piece of white paper was 
square and had no embellishment. 
In one of his fitting processes, he 
struck this white mortise, at a 
rather sharp angle, across the face 
of the design. The effect was as 
if a card had been dropped, in an 
unusual position. This permitted 
of an immediate decision — the 
mortises were squares of white, 
placed indiscriminately. 


MUST BE APPROPRIATE AS WELL AS 
UNUSUAL 

The main idea seems to be to 
think of a new formation. And 
just what does this constitute? 
How does it work out in actual 
practice? An architectural series 
allowed a roll of blueprints to 
unfold, down the page, and the 
type was superimposed upon it. A 
concern issuing an important cata- 
logue, opened up the book, in fac- 
simile, and beneath parts of the 
real pages, placed the advertising 
message. The advertising for a 
certain kitchen soap placed all type 
across the surface of mortised pots 
and pans and kettles. Wilson & 
Company, featuring their very 
corpulent initial W, cut the letter 
out white and placed type neatly 
inside. The latest coffee cam- 
paign, with facts and figures to 
present, fills the entire space with 
a school slate and emblazons upon 
it text in white, as if placed there 
in white chalk. 

The main desire seems to be to 
give an entirely novel setting for 


advertiser had secured a series of . what is to be. said. And when 
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VANDERHOOF 


& COMPANY General-ldvertising 


VANDERHOOF BUILDING «+ « 167 B.ONTARIO ST..CHICAGO 





Making Dealer Co-operation 
Replace Advertising 


How sales resistance to a Water Softener was 
overcome by educating dealers in a new way 


The backbone of many present day sales in- 
creases is effective dealer co-operation. Lack 
of it is writing the business history of many 
concerns in red ink. 


The Borromite Company of America were 
keen enough to realize that plans which work 
for the dealer will produce what limited funds 
cannot buy. Their sales chart would astonish 
many concerns investing ten times as much. 


Dealers wil] co-operate — if you know how. 
We do. 
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. 
such displays are placed in the 
midst of many other advertise- 
ments of a far more commonplace 
make-up, they are fairly certain 
to command prior attention. 

One of the cleverest things the 
“Save the Surface” campaign ever 
did was to arrange a trick mortise 
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dh he public confidence in the 


purity of all San-Tox prepara 

tions for toilet, healthand leaden 

places upon us a responsibility 

which we shall always respect. 

Only the purest ingredients, 

scientifically combined by skilled 

chemists, go into the making of 

the products which bear the San- 

Toxname. YouwillfindSan-Tox 

preparations in San-Tox drug 

stores only. And for your further 

convenience and safeguard you 

will find there, also, the Nurse 

Brand rubber goods and standard 
packaged drugs. The nurse's face | 
on the packet and in the drugstore 
window tells you which is San-Tox. 

Tue De Pare Company 
New York Holland, Mich. San Francuce 








SAN-TOX FOR PURITY | 


NOT A NEW IDEA FOR A MORTISE, BUT A 
GOOD ADAPTATION OF AN OLD ONE 





for the slogan. The lettering was 
placed in the white streak irom a 
brush that was still in motion, 
propelled by a hand. Copy within 
that radius was certain to hold 
the attention. It was an action- 
mortise, obviously clever. 

Strange forms catch the eye. 
And a mortise usually holds a 
unique and diplomatic position in 
the composition. Why not put it 
to work, then? 

The trick-mortise advertisement, 
however, is unlike the average 
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display. It must be planned j 
the beginning. It is not an Pn 
ment which may be added at the 
last moment. The mortise be- 
comes even more important in the 
general layout than the illustra- 
tion, the accessories. It is the 
significant note. 

And strange it is, how a mortise 
scheme may put super-display into 
a series. 

A coffee concern produced 
twelve three-column dealer elec- 
tros, the illustrative feature of 
which was a cup of the steaming 
beverage at the bottom of every 
composition, along with other ac- 
cessories. When the proofs came 
up, complete, for the final O.K. 
the advertising manager had them 
all cut out and pasted into news- 
papers. To him they seemed com- 
monplace. 

With a brush and some ink, he 
roughly indicated steam rising 
from every cup. There was not 
much room, but there was sufh- 
cient for him to prove his point. 
The delicate outline suggestion of 
steam, drawn around the type, 
made an active, eye-compelling 
frame. It improved that series at 
least 50 per cent. 

The psychology of the idea 
seems to be something like this: 
conventional border lines are that 
and nothing more. But an ani- 
mated, pictorial border enlivens 
and animates the text within it. 
It seems to be largely a matter 
of ingenuity and of pictorial in- 
vention. Tie the mortise up with 
what you are selling. If a per- 
fume, why not a mortised kerchief 
or a border of flowers? 

In any event, see that the con- 
tour of such mortises, for either 
picture or text, are strikingly un- 
usual to the eye. Since the re- 
markable growth of newspaper 

advertising, the unique frame has 
been well-nigh compulsory, and 
has a very great deal to do with 
the effectiveness of the display 
and its power to demand the read- 
er’s attention. 

Much is to be said in favor of 
the clever series now in use for 
San Tox. Imagine a piece of 
white paper placed, same size, 
upon two columns of magazine 
(Continued on page 97) 
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Launch Your Product in 
the National Capital 
through the Star 


You will get in direct touch with prac- 
tically every money-spending individual 
in Washington—so thoroughly does the 
Star cover this field—and so attentively 
are its advertising columns read. 

Your representatives are invited to 
make The Star’s Service Rooms their 
headquarters while in Washington ar- 
ranging the details of your campaign. 


Che Zvening Star. 


WITH SUNDAY MORNING EDITION 


WASHINGTON, D. C. 


New York Office Chicago Office 
Dan A. Carroll J. E. Lutz 
150 Nassau Street First Nat. Bank Building 
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To Men Who Are Thinkin 
About Advertising Counse 


If you should need a milligramme of radium you 
would know mighty well how to get it, even 
though radium is one of the scarcest things on 
earth. A memo to your purchasing agent—and 
there you are. 

But if you should need a sales manager—well, 
that’s different, even though sales managers are 
plentiful. 

In one case you're buying a standard commodity; 
in the other you're buying ability, of which there 
are as many standards as there are buyers. 
Buying advertising service is buying ability—but 
of a kind still another step removed from the 
simple purchase of a commodity, because it is the 
ability of an organization, and not of a single 
individual, that you seek. 


These are simple—but too-often neglected— 
truths. And they seem to justify frequent 
reiteration of the principle that the selection of 
advertising counsel is one of the most important of 
all the duties that come before an executive and 
his associates. 

If you are thinking about advertising service 
(whatever place advertising now has in your 
business), Fuller & Smith would like to tell you 
about this organization and its way of work. 
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This Class Market 


HAVE you something to sell to 


people who can afford to buy? 














%, \\. Then, APROPOS is your medium. 
SS % \\ Its entire circulation, 25,000", is 
——OX\\ ‘& |} made up of motor car owners, over 
i i } 75% of whom own cars valued at 

\ \\ J/ — $2,000.00 and more. And 25% 


} own their own homes. 


} 
: 3 Here are folk whose incomes allow both 

4 luxury and necessity—truly a market of 
generous buying power. Sell them thru 
| | rg APROPOS. Share with present advertisers 
} | results that are amazing. Write or wire 
f _ for rates and further information. 


*December edition. 
* Eastern Representatives, 


H. D. Hascall & Associates, 
1133 Broadway, New York 
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reading matter. Now artistically 
tear the top portion away, expos- 
ing the reading text, and make the 
sheet of white paper appear as if 
actually placed upon a reading 
article. The eye challenges this 
arrangement as something different 
and at once demands to read that 
partially exposed text. 


It has to do with the Will the Bearings in 
Your Car do this: 


product—as much of 
it as can be seen, but 
below, in the white 
mortise, with wide 
white margins, appears 
the body of the mes- 
sage. Here is a mor- 
tise and frame idea 
that gets entirely away 
from the usual thing. 

For almost a year 
the advertising of 
Armour’s Oats has 
concentrated upon the 
time element, the ra- 
pidity with which the 
cereal can be cooked. 
“Ten to fifteen min- 
utes from Package to 


Table” is the slogan. ~% Ze 
The advertiser, taking Sw 


advantage of this, has 
used the faces of 
clocks as mortises for 
both illustrations and 
text, in many odd 
combinations that have 
great attraction power. 

It is possible, on the 
other hand, so to ar- 
range and place per- 
fectly conventional mortises, made 
up of conventional forms, that they 
will hold attention. 

The variants of this are mani- 
fold. One method is to repro- 
duce the product in large size and 
with strong, vigorous technique 
and then cut a white gutter for 
text right down through the heart 
of it, irrespective of what is cov- 
ered in the matter of detail. The 
Sheer audacity and boldness of 
this plan is its chief recommenda- 
tion. Timken Roller Bearing 
compositions are thus made, in a 
most unconventional series, now 
current. 

These white gutters can be 
thrust into the body of the illus- 
tration at any point and from any 
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angle, the more unique the better 
for the purpose. 

“T find,” explained a profession- 
al layout man, “that habit is an 
aggravation and a deterrent. We 
have been accustomed to doing 
things in much the same manner, 
year after year, and our lazy 
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ROLLER BEARINGS 


DIRECTS ATTENTION TO THE COLUMN OF TEXT 


minds rebel when an innovation is 
required. There is nothing more 
difficult of accomplishment than 
something new and novel in ad- 
vertising display, particularly 
when it comes to frames and bor- 
ders. 

“T know a man who, rushed with 
far more responsibility than should 
have been thrust upon him, fell 
into the habit five years ago of 
making a certain type of mortise 
for text. He had, in other words, 
a set plan of operation. You could 
tell one of his layouts regardless 
of where it appeared, and while 
this was not objectionable at first, 
a little later on it almost proved 
his undoing. 

“He could not seem to get away 
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s 
from those same old mortises and 
they were always rather alike in 
principle. He was_ repeatedly 
warned that accounts were begin- 
ning to do the brother and sister 
act and that his layouts were 
trade-marked. Nobody wanted him 
in an art department because he 
brought along that mortise habit 
of his. It was the biggest fight 
of his life to break himself of it.” 

Inasmuch as the shape of a 
mortise influences the apparent 
size of the advertisement, the prob- 
lem is really worthy of serious con- 
sideration, entirely aside from the 
merit of attracting first attention, 
in competitive company. 

A writing-ink concern conceived 
the idea of throwing an immense 
black shadow, in exact facsimile 
of the well-known bottle, directly 
behind and above it, and upon the 
even surface, hand-lettering white 
slogans. It was a very impressive 
newspaper campaign. 

In a search for novel border 
effects, as a frame for its illus- 
trations of packages, Whitman & 
Son, candy manufacturers, arrived 
at a most alluring solution for 
their Christmas advertising. The 
entire page space was taken up 
with the decorative detail of a 
confectioner’s window. 

There was the outside wood- 
work, and the clean white lines of 
the sash. 

Into this was set the series of 
packages, with the most pleasing 
and striking result. The reader 
stood, as it were, before a win- 
dow, and looked in, upon the dis- 
play of goods. 

Because so many things can be 
done, of a novel character, in 
mortises and frames, the wonder 
increases that more of it is not 
attempted. 


Norwegian Account for 
Charles Agency 


The Charles Advertising Service, 
New York, has secured the account of 
the Norwegian Nitrogen Products Com- 
pany, Rjukan, Norway. Southern farm, 
cotton and garden truck publications are 
being used. 


Frost, Landis & Kohn, New York, 


have been appointed representatives of 
the Goldsboro, N. 


C., Argus. 
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“The Great Shirt Mystery” 


Among the curiosities of our urban 
landscape are the haberdasheries which 
are just about to move away, or fail, 
or go out of business. As long as the 
memory of man runneth, from their 
windows, blossoming with shirts of all 
colors, has flashed that same categorical 
imperative: “Must Move Out at Once” 

“Must Raise Money at Once”—“Tt’s 
All Over, Our Loss Is Your Gain”—~— 
and so on. And yet they persist, and 
nothing seems more permanent. You 
go away—to Europe, the Andes, the 
South Pole. Wars rage, empires rise 
and fall. You return to find friends 
disappeared, old bachelors married, the 
old house replaced by some towering 
hotel, but there, in this apparently un- 
stable and dissolving world, stand these 
Gibraltars of trade—‘going at once!’ 
What is there, in the nature of a shirt— 
seemingly so sober, settled and domesti- 
cated a bit of civilized life—which lends 
itself to this apparently breathless man- 
ner of vending ?—Leslie’s. 





Dancing Masters Join Hands 


to Advertise 

Fourteen dancing schools collectively 
known as the Cleveland Dancing 
Teachers’ Association, Inc., are adver- 
tising jointly once a week in newspaper 
space in Cleveland, using about ten 
inches each insertion. 

For the present, because of business 
conditions which are keenly felt in this 
purely recreational line, only the busi- 
ness cards of the twelve member schools 
are being used. Recognition of the 
association is the particular aim now 
and incidentally economy is being served 
at a time when, the dancing teachers 
say, music and rents have not come 
down and unemployment is prevalent. 


To Publish Bulletin on Cuban 
Conditions 


A monthly bulletin on conditions - 
Cuba, “The Cuban Collector,” will b 
published beginning December 15 iy 
the Cuban Department of the American 
Protective & Credit Service Corp., New 
York. The bulletin plans to present a 
study of changing conditions pespares 
from daily cable reports of the com- 
pany’s agents in Cuba. 


H. E. Jordan Leaves Society 
Brand Clothes 


H. E. Jordan has resigned from the 
advertising department of Alfred Decker 
& Cohn, Chicago, to join a former as- 
sociate in this firm, E. S. Barber of 
Earle S. Barber & Co., also of Chicago. 


Pillsbury Advertising Head- 


quarters in Chicago 
The advertising department of the 
Pillsbury Flour Mills Company has been 
transferred from Minneapolis to Chi- 
cago. 
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» HE policy on which this agency 

was founded — namely that of serv- 

s ing only a few accounts in order to 
serve them better—has proved so satis- 

y ° ° 

: factory that neither our clients nor our- 

selves would willingly see it changed. 


Necessarily, then, even the few new 
) accounts that the future may bring us can 
be added only after the basic problems of 
old clients have been mastered. 


It has been more than a year since our 
latest client came to us; it may be longer 
before our next connection is made. But 
we are ready now to apply what we believe 
to be some unique advantages in agency 
service to the handling of a new problem. 


Newell-Emmett Company 


Incorporated 
Advertising « Merchandising Counsel 


120 WEST THIRTY-SECOND STREET 


New York 


Our present clients are: 


Liccett & Myers Tosacco Co. 
(Fatima, Chesterfield and Piedmont Cigarettes) 


Jouns-MAnVILLE, INCORPORATED 
Western Etectric Co. 
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A Plan for 
Manufacturer-Retailer 
Advertising 





ANUFACTURERS of food 

products should co-operate 
with retailers in advertising, 
Francis E. Kamper, president of 
the National Association of Retail 
Grocers, declared in an address 
before the American Specialty 
Manufacturers’ Association. 

“Why wouldn’t it be practical 
to sell goods upon the following 
plan?” he asked. “Go to from ten 
to twenty representative retailers 
in any town under 200,000 popula- 
tion, offer to pay for an inch or 
two in their regular daily or weekly 
advertisement in their daily paper, 
to appear as a part of their reg- 
ular advertisement, and keep this 
up for a definite time. Better 
still, place it upon a percentage or 
cents-per-case basis. 

“More of the better class of 
merchants should be encouraged 
to advertise. By this method of 
co-operative sales and advertising, 
I believe that you will in a way 
get away from what Secretary 
Balsiger, of the National Associa- 
tion of Retail Grocers, terms the 
‘Price of Rascality,’ for you will 
then convince the mass of the re- 
tailers that you wish your goods 
sold for what they are worth, 
and you will at once impress upon 
the public that your goods are 
worth your selling price. 

“The ‘Price of Rascality’ has 
killed more* good food articles 
than anything else; has nullified 
the efforts of millions spent in 
advertising, and has wrecked the 
careers of more manufacturers 
and sales managers than any other 
thing. If the price that you 
charge the retailer and that the 
retailer has to pay the jobber is 
fair, then why should some few 
individuals who use the daily 
newspapers constantly in their 
various localities, constantly place 
the lie upon your efforts by mak- 
ing the public believe that you 
are charging too much; that it is 
impossible for them to legiti- 
mately sell your goods at the 
prices that are advertised and to 
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make any money upon your goods? 

“You are as prosperous as your 
customers, the retailers. I am 
asking you in the name of the 
355,000 retailers to instruct your 
specialty salesmen the correct 
way, the one and only way to figure 
percentage of profit, and per- 
centage of cost of doing business. 
Many salesmen continue to figure 
cost of doing business and per- 
centage of profit upon the invoice 
cost. The selling price and the 
amount of sales are the only cor- 
rect basis for figuring cost and 
profit and any other method is 
not only incorrect but will lead 
your customers and yourselves to 
bankruptcy.” 


London Has New Morning 
Paper 


The Westminster Gazewe, London, 
England, for many years published as 
an evening paper, has converted itself 
into a morning paper at twopence (4 
cents). The Westminster Gazette, as 
an evening paper, was distinguished 
by its literary tone and by the excel- 
lence of its book reviews, and was 
readily recognized by being the only 
London paper printed on pale green 
paper. The morning Westminster 
Gazette is, however, printed on white 
paper. The proprietor is Sir Charles 
Starmer. 


Port of New York Topic for 
Sphinx Dinner 


Hon. Alfred E. Smith, former gov- 
ernor of New York, and Eugenius H. 
Outerbridge will speak on the reasons 
for advertising the port of New York 
at the dinner of the Sphinx Club, 
December 13, at the Waldorf-Astoria. 
Their addresses will be illusttated by 
a motion picture reel. It is expected 
that Gen. George W. Goethals will 
attend the dinner as a special guest. 


Philadelphia Agency Changes 
Name 

John Clark Sims, advertising agency, 
of Philadelphia, has taken into partner- 
ship Thomas J. Mulvey, who since 
October 1, has been general manager. 
The business will hereafter be con- 
ducted under the name, The John Clark 
Sims Company. 


F. A. Cuddihy in Direct Mail 
Work 


Frank A. Cuddihy has left the fone 
L. Clough Advertising Agency, ndi- 
anapolis, to become associated with the 
Printing Arts Company of that city, 
promoter of direct mailing campaigns. 








Dec. 1, 1921 PRINTERS’ INK 


101 














cA Package of Ideas 
for Your Desk 


ae Y man and woman who gets out advertising 
folders, booklets, broadsides, etc., will find a wealth 
of ideas in this package. It contains specimens 
showing how advertising literature can be folded in various 


effective forms. Get your package without charge: simply 


write us on your letterhead. 


There’s a lot to this subject of folding, and an easy. way to get 
acquainted with it is to have these sample forms before you, 
where you can examine them at your leisure. 


Of course, the object of this is to show you the immense advan- 
tage in specifying that your printer or binder fold your work on 
Cleveland Folding Machines. Clevelands prevent all folding de- 
fects. Clevelands fold all standard forms, all forms every other 
folder can make, and 156 besides—without waste or additional 
expense ! 

You'll find it worth while to make sure your printed matter is 
folded on Clevelands, because they offer you an unequalled 
variety of forms, and fold every form perfectly. i 


THe [jeveano fojoins Macyinelo : 


GENERAL OFFICES AND FACTORY - CLEVELAND 
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VOGUE 


inspires 


PARIS 


When Poiret and his collaborators wanted a title for a 
Revue at the Théatre Michel that would immediately 
capture the attention of sophisticated Paris, they chose 
“Vogue.” The program cover is reproduced above. 














Dec. 1, 1921 PRINTERS’ INK 


103 











= wie . & 
THEATRE MICHEL 


REPETITION GENERALE 


“VOGUE” 


REVUE en 2 Actes et 15 Tableaux 
de MM. SAINT-GRANIER. et BRIQUET 
En collaboration evec 
M. Paul POIRET 
" Musique de Scéne de C. P. SIMON “ 


Le Seeréteire Cénérol 


Az N° 2 ¢ 30 


Mm Orthys QS ite 


le rideon levi on dispesera des plates nen cccupses. 
db Cette invitation est rigoureusement personnelie 
Priere de consulter les journaux pour la date et'l‘heure de la représentation 











HETHER in Europe or in America, 

whether in Paris, London, or New York, 
Vogue has come to stand for the smart world— 
its wit, its color, its clothes, its customs, its cul- 
tured and critical viewpoint—so that a wholly 
unauthorized adjective “voguish” has come to be 
substituted colloquially for the word “smart.” 


r any American city, the subscription list of 
Vogue is practically a Social Register. In 
England, the Prince of Wales has the British 
Edition—sent to him by his own request. In 
Paris, the influence of the French Edition is such 
that even an astute publicist like Paul Poiret, 
brilliant creator of many an exotic mode, accepts 
the connotation of the word “Vogue” in choos- 
ing it as the title of his new Revue. 


HE wise advertiser recognizes the purchas- 

ing power of the world Vogue reaches. He 
realizes, too, the influence it carries with the 
trade, and the pressure it exerts on the financial 
strata below it—directly, because the masses copy 
the classes; indirectly, because the masses are 
forced to buy what is stocked by the trade, which 
stocks to please the classes. The wise advertiser, 
therefore, uses Vogue, for its immediate sales 
influences and its publicity value. 




















PRINTERS’ 


+ 


INK 













W hat 
Want-Ads 
Tell 


During October, 1921, the Los Angeles 
Times in its 5 Sunday issues printed 54,224 
Want-Ads. 


The second Sunday paper in its 5 issues, 
plus the three afternoon papers in their 15 
Saturday issues, printed 48,481 Want-Ads. 
5 issues of the Sunday Times exceded 20 
corresponding issues of all other Los 
Angeles newspapers by 5,743 Want-Ads. 







These keen, small advertisers base expenditures solely on 
They seek no prestige; “cumulative 
results” they never heard of; they often advertise under 
Their one object is to sell goods, and 
their only guide to advertising-value is cash in the till. 


direct results. 


blind addresses. 











Not only is the Los Angeles Times chief sales- 
man for classified advertisers, but it is the great 
business producer for merchants, wholesalers, 
manufacturers and other business firms using dis- 
play advertising. During October its “local dis- 
play” advertising amounted to 1,417,710 agate 
lines as against the second morning paper’s 
675,990 lines. 









The Los Angeles Times 


Eastern Representative: Williams, 


Harris Trust Building, Chicago—225 Fifth Avenue, New York. 


Lawrence & Cresmer Co., 


























Advertising to Steady the Keel of 
Production 


“Cletrac” 


Finds Even Tractor Sales Hollows Can Be Filled In 


By Harry E. Martin 


VVHEN a product is used in 
only one field there always 
are limitations to its sale, and if 
season is a factor, sales are 
further limited and curves are al- 
together too noticeable on the pro- 
duction chart. If the manufactu- 
rer, however, can extend his sales 
by finding additional uses for his 
product he is immediately happy 
and the ups and downs on his pro- 
duction chart are no longer promi- 
nent. 

This is what has happened in 
the tractor world. The time was 
when tractors were sold almost 
exclusively to farmers. But seek- 
ing for new avenues for sales the 
manufacturers of certain types of 
tractors discovered uses for their 
products in thirty or more fields. 

The Cleveland Tractor Com- 
pany, maker of the.Cletrac tractor, 
has been unusually successful in 
extending the market for its prod- 
uct. Entering the industrial field 
only a little more than two years 
ago, sales in this division have 
grown rapidly. The first year’s 
activity in pushing the Cletrac into 
new fields resulted in putting 
twenty per cent of the company’s 
production into other uses than 
those on the farm. This year, 
with industry and agriculture hard 
hit by deflation, shows that fifty 
per cent of the tractors sold have 
gone for use in the industrial 
realm. 

“The sales and advertising pro- 
gramme for the industrial use of 


our tractors has not been cut,” 
said G. B. Sharpe, assistant gen- 
eral sales manager. “The pro- 


gramme is being carried out ac- 
cording to schedule with lots of 
vigor and enthusiasm. 

“How did we develop. these 
varied and odd uses for our 
tractors? Contractors, industrial 
engineers and executives are al- 
ways secking better and less costly 
ways to carry on their work, and 
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it was only natural that so far as 
we could we should meet this de- 
mand, It required no particular 
effort or survey on our part to 
discover many uses for the tank- 
type tractor of the capacity and 
size we make. But it was our 
opportunity, however, to push the 
sale of Cletrac machines in every 
field where we found that they 
were particularly well adapted to 
do the work required. 


MANY USES FOR TRACTORS 


“We have developed a large sale 
for Cletracs for road building. 

“Our second largest field is that 
of contracting. Here it is used 
in excavating, in leveling ground 
for buildings, in preparing for 
landscaping, and in making golf 
courses and athletic fields. 

“The logging and lumber indus- 
try utilizes many of our tractors 
in pulling timber to the mills, i 
moving lumber, and in shifting 
machinery. The oil fields offer 
another sales avenue, for we find 
that Cletrac can take supplies to 
places where it is impossible for 
horses and truck to go. It is also 
used in pulling rods and doing 
other work about the wells. 

“Haulage in freight yards and 
in moving cars and plant haulage 
offer another big field for our 
product. 

“The tractors have also invaded 
the street cleaning departments of 
our cities. They clean the snow off 
the streets and help to sweep the 
streets. And even circuses use 
the tank-type tractors in work 
about the circus grounds and 
loading and unloading. In oper- 
ating cotton gins, in pulling boats 
at life- saving stations, and in 
moving planes at aviation grounds, 
the tractor has also won its spurs. 

“To offset seasonal buying by 
farmers in the North we have de- 
veloped markets in the South and 
abroad. This effort, however, is 
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carried on by both the farm and 
the industrial departments of our 
company. 

“After investigating all possible 
fields for the industrial use of 
Cletrac we limit our advertising 
and sales activities to the four or 


ment. The country is divided into 
sections, and the advertising for 
each section shows specifically 
how Cletrac tractors are solving 
some of the vital farm problems 
in that part of the country. Thus 
the story of our tractor is local- 
ized and, therefore, 
result-producing, 








First in 


or power-loss 


plenty of extra power for ti 
parts protected against fine dust. 


speed can be varied to suit the job. 





19098 Eeclid Ave 








HE husky Cletrac puts new speed and 
thoroughness into all orchard jobs from plow - 

ing to road-building. It laughs at long hours 
and bad ground and weather conditions has a similar prob- 
Low-set and smooth, the Cletrac slips under spread 
ing branches and works close to trees without injury 
Two broad tank-type tracks carry this tractor lightly 
but surely over soft or sandy land without digging i 


The Cletrac turns short, ge the corners and has 
e pinch. 

An umproved air- 

washer keeps the motor running smoothly. Engine 


“Cletracs in your orchard mean better work, fewer 
hands and more fruit. See the Cletrac dealer near you fifty mules in_ his 


or write today for your copy of “Selecting Your 


“In much the same 
way we build our 
campaigns for the 
other uses of tank- 
type tractors. 

“We realize that 
an industrial execu- 
tive differs from 
most farm buyers 
The contractor and 
engineer are used to 
buying machinery. 
They are not inter- 
ested in claims. They 


Orchard Work want to know what 


Cletrac has done for 
somebody else who 


lem. They desire 
facts, figures, cost of 
up-keep, and the like. 
All moving If the prospect is a 
lumber man who has 
been using forty and 


Tractor work he wants to 
™ Cleveland Tractor Co. know how much time 
Langaat Producers of Tonk-Type Tractors on the World and money he can 


Cleveland tee - 
save with tractors. 








SPECIALIZED ADVERTISING TO A PARTICULAR MARKET 


five most important, and in these 
we carry on individual and ag- 
gressive campaigns. 

“Our advertising policy for 
pushing the industrial use of our 
tractors is well defined and fol- 
lows somewhat closely our farm- 
paper campaigns. We _ believe, 
first of all, that people should be 
told not what our machine is but 
what it can and is doing. This 
being true it is evident that the 
uses of a farm tractor in Cali- 
fornia are unlike those. in Georgia 
and the problems of a Georgia 
farmer are not those of a Michi- 
gan farmer. So, we plan and run 
about seven parallel campaigns, 
which necessarily calls for lots of 
work in the advertising depart- 


“So, we attempt in 
all advertising—indi- 
rect and direct—to 
bring forward what 
each type of industrial executive 
wants. The advertising for lum- 
ber trade journals presents the 
case of Cletrac for use im lumber 
camps and about saw mills. The 
oil paper tells the story of Cletrac 
in the oil fields. A _ publication 
going to community officials, for 
example, regularly carries specific 
stories on how our tractor helps 
to keep city streets clean and in 
repair. Engineering and building 
publications present advertising 
which definitely appeals to each 
field. 

“Each advertisement is_ illus- 
trated with engravings made from 
photographs of Cletracs in actual 
operation on the particular tasks 
discussed in the copy.” 
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the missin Link 


in the 
Al Scoceryl Trade 
Sound at last! 


HE second retail service publication 

of the Butterick Trade Division 
supplies the one link that has always 
been missing in the grocery field. 






The new paper, THE PROGRESSIVE 
GROCER, first issue out in January, 
will enable manufacturers to blanket 
the grocery trade. It has a guaran- 
teed circulation of 50,000 copies monthly 
and will reach the best retail grocers in 
the country, as well as all the jobbers 
who sell to these grocers. Through 
one publication— THE PROGRESSIVE 
GROCER—you can reach the jobbers and 
the retailers who do the bulk of the 
grocery business. 


Some of the leading manufacturers of 
food products, soaps, store fixtures, etc., 
have already contracted for space for 
every issue of 1922. Of the 72 preferred 
positions in the twelve issues, 45 have 
already been taken. 


Let us tell you the story of the develop- 


ment of THE PROGRESSIVE GROCER 
and what it can do for you. 


The PROGRESSIVE GROCER 


The Butterick Publishing Company, Trade Division 
Butterick Building, New York 








GUARANTEED CIRCULATION 50,000 COPIES MONTHLY 
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An advertisement appearing in 

an engineering publication pic- 

, turing two of the tank-like tractors 

at work on a golf course is shown 
herewith. 

“Timeliness often plays a part 

in this advertising, too,” said Mr. 

Sharpe. “In October and Novem- 
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naturally the name of the ma- 
chines used was omitted. Cletrac 
lost no time in telling its side of 
the story. One of the advertise- 
ments read as follows: 


CLETRAC SAVED NEW YORK MILLIONS 
One hundred tank-type tractors built 
in Cleveland successfully fought the big 
snow and _ kept traffic 
moving, saving millions 








Cletrac Speeds Golf Course Work ly overlapping the 





to New York’s business 
in the emergency. Thou 
sands more on farms and 
in industrial plants in 
sixty-hve countries are 
saving their owners 
money every day. 





Besides the ellipse 
containing the words 
“Cletrac tank-type 
tractor,” almost 
every advertisement 
carries the fundamen- 
tal idea back of Cle- 
trac in. two small il- 
lustrations, each a 
circle with one slight- 


edge of the other. 


IX Cletracs are taking the place of thirty teams Tha ae = a 
on this big golf course job. One is clearing out I he hrst picture 5S a 
15 rods of 25 saplings along a fence without the man trying t yush 
aid of a grubbing tool. Another is plowing the i" ' r i sd ” 7 
ground for fairways. Two are scraping down a a wheelbarrow whose 
knoll. One is building up a knoll, and another is wheel has sunk almost 
leveling and pulverizing the soil on the finished ° ° 
green to the hub in the soft \ 
The contractor in charge says, “Cletrac is the only gre yund. The second 
tractor for our work. It goes anywhere and does 7 ms RG 
lots of work that had to be dorie by hand before.” shows the _man easily 
Like to know more about Cletrac’s speed and power pushing his loaded 
and ability to negotiate steep grades, loose soil, and , alh- , Cz > 
sharp turns? Write today for full information and Ww heelbarrow be . ause 
the name of the Cletrac dealer near you the wheel is running 
upon a plank. The 
THE CLEVELAND TRACTOR Co. I > 
erpns Patusen of Sst igs Reavetosie etd legend under the 
t0088 Buslid Ave, Clovetend, Obie first illustration reads, 


“Hard this way, 





EVEN GOLF COURSE CONSTRUCTORS ARE PROSPECTIVE 


PURCHASERS 


ber the use of Cletracs for clear- 
ing the city streets of snow will 
be emphasized in civic publica- 
tions. Wherever we have a chance 
to use the element of timeliness 
in copy as well as in the schedul- 
ing of advertising we do so with 
good results.” 

In this connection it is interest- 
ing to recall the timely appeal of 
the Cleveland Tractor Company’s 
advertising following the use of 
100 Cletracs in clearing the snow 
from the streets of New York 
City last winter. The newspapers, 
of course, carried stories of the 
unusual feat of the tractors, but 





but—” The second 
reads, “Easy on a 
track—the Cletrac 
way.” ' 
“Back of every merchandising 
plan is a fundamental idea that 
can be repeated and repeated,” ex- 
plained Mr. Sharpe. “We tested 
idea after idea without finding 
the concrete thing we wanted. 
One day, looking out the window, 
I saw a man operating a wheel- 
barrow. Immediately I had the 
idea in pictures that differentiated 
our product from other types ot 
tractors and at the same time il- 
lustrated its chief advantage. 
“We don’t stop with our adver- 
tising in the business journals 
going to the classes of people we 
wish to reach. Several high- 
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STELLIFEROUS* 


MARIE, QUEEN OF ROUMANIA . HENRY SMITH WILLIAMS, M.D., LL.D. 
SIR ARTHUR CONAN DOYLE . H.G. WELLS . JOHN TEMPLE GRAVES 


FREDERICK ARNOLD KUMMER VICENTE BLASCO IBANEZ 
MARY CAROLYN DAVIES . W. SOMERSET MAUGHAM 
HIALMAR SODERBERG . THOMAS R. MARSHALL 
BESSIE BEATTY . DANA BURNET . REX BEACH 
LYTTON STRACHEY . EUGENE MEYER, JR. 
ROLAND PERTWEE BRUNO LESSING 


GARDNER TEALL . JOSEPH W. FORDNEY 
FRAZIER HUNT . AMELIA B. COOK 
COLONEL MAX BAUER 
WALT MASON 
K.C.B. 


EARST'S JNTERNATIONAL 
AliberaLi ‘Education 


119 WEST 40 STREET, NEW YORK 
Kenneth M. Goode, Editor Richard H. Waldo, Publisher 








*The dictionary definition 





Did you know this? Hearst’s International now ranks fifth in 
volume of circulation among all general monthly magazines. 


“Bought Because It’s Wanted” 
35 Cents 








describes this issue of 
Hearst’s International. 
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In Tokio— 

the news center of 

the Orient—Glenn Babb 
represents the Public Ledger 


What happens at the conference in Washington 
on Pacific Ocean problems and armaments 
depends largely on what is going on in the 
minds of Japanese statesmen in distant Tokio. 


Glenn Babb knows the mind of Japan as well 
as any American journalist can know it. 


Babb had three years’ experience on the staff 
of a Tokio daily newspaper before we entered 
the Great War. He has learned where to look for 
real news and the real opinions of the Japanese. 


The first accurate knowledge of Japan’s naval 
program was given to the United States by his 
series of dispatches to the Public Ledger early 
this year. 


His reports from Tokio in the next few months 
will be of particular importance to the millions 
who read the Public Ledger and the other 
newspapers which publish them by arrange- 
ment with the Ledger Syndicate. 


PUBLIC 


The cable tolls paid by the Public Ledger Foreign 
News Service average more than $12,000 a month. 
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GLENN BABB 


LEDGER 


PHILADELPHIA 
Cyrus H. K. Curtis, Publisher 
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power salesmen who are also 
trained engineers spend their time 
with our distributors, helping 
them to demonstrate the varied 
uses of Cletrac, and aiding them 
to make many of their sales. As 
engineers they are trained to look 
at the haulage problems of the 
prospect from an_ engineering 
point of view. As salesmen they 
know the methods of handling 
prospects. and training our dealers 
in salesmanship. They also spend 
some time with our salesmen in 
the various districts of the coun- 
try. These latter salesmen work 
primarily with dealers who spe- 
cialize in sales to farmers, but 
every encouragement is given both 
these salesmen and these dealers 
to sell Cletracs for industrial use 
wherever there is an opportunity. 

“Dealers are supplied with ad- 
vertising matter, and they are 
urged to do local advertising 
where the territory is such that 
their appeals would reach a con- 
siderable number of possible in- 
dustrial users of Cletracs. 

“Sales records show that our 
plan is succeeding. New fields for 
sales all the year round even up 
the production chart lines and 
give us the satisfaction of know- 
ing that our sales are larger than 
they would be were we content 
with merely pushing as hard as we 
could the sale of Cletracs among 
farmers.” 


Death of Willie Olcott Burr 


Willie Olcott Burr, editor and chief 
owner of the Hartford limes, died in 
Hartford on November 27 in his seventy- 
eighth year. 

The Times was established by his 
father, A. E. Burr. In 1861 he started 
to work for it, and in 1894 inherited the 
property from his father. The company 


publishing the newspaper was incor 
porated under the name of the Burr 
Printing Company in 1909 with some 


of the stock held by editors and depart 
ment heads. 

Mr. Burr was born in 
was a descendant of 
founders of that city. 


Hartford 
one of 


and 
the 





Appointed Business Manager 
of Cleveland “Press” 


R. A. Huber has succeeded B. Brewer 
as business manager of the Cleveland 


Press. Mr. Huber was business man 
ager of the Akron Press for several 
years. 
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Detroit Adcraft Club Has 
Advertising Course 


The Adcraft Club cf Detroit has pre 
pared an advertising course covering six 
teen Thursday evenings, beginning De 
cember 1. The basis of the course will 
be a comprehensive textbook and this 
will be supplemented by addresses from 
Detroit advertising men. The course is 
open to men and women, and its avowed 
purpose is to give them “an insight into 
advertising as a profession and to 
ground them in advertising principles so 
that they may enter the advertising 
business equipped with an understanding 
of all fundamentals pertaining to the 
profession.” Among the Detroit adver- 
tising men who will address the class 


during the season are: C. C. Winning- 
ham, president, C, C. W inningham 
advertising agency; E. R. Grace, vice- 


Manufacturer and 
P. Grierson, busi 
4merican Boy; Har 


president, Michigan 
Fimanciai Record; E. 
ness manager, The A 


vey Campbell, president, C ampbell 
Trump Co.; L. B. Dudley, advertising 
manager, Federal Motor Truck Com 


Frank Eastman, General Motors 
Henry T. Ewald, president, 
and Carl M 
Fulton, Cun 


pany; 
Corporation; 
Campbell-Ewald Company; 
Green, president, Green, 
ningham Company 


Fishery Account for Walter B. 
Snow and Staff 


Walter B. Snow and Staff, Boston 
have been appointed advertising counsel 
for the Deep Sea Fisheries, Inc., New 
York, Boston and Rockland, Me., pro 
ducers of “‘Chilpak” brand fresh fish and 
“Ambassador” brand packed fish. 

Ww 


Buys 


“Farmers’ Telegram” 
Circulation 


The Free Press Prairie Farmer, Win 
nipeg, Canada, has purchased the circu 
lation of the Farmers’ Telegram for whe 
provinces of Manitoba, Saskatchewan 
and New Ontario. 


Denver Agency Adds Carl 
Bartle to Staff 


The Bunge-Emerson Company; Den 
ver, has added Carl Bartle to its staff 
as account executive. Mr. Bartle has 
been with the Biddle Agency and Dono 
van & Armstrong, Philadelphia 


To Represent nt Des 
Papers on Coast 
The Des Moines Register and the Eve 
ning Tribune, Des Moines, Ia., have ap 
pointed the R. J. Bidwell Company, San 
Francisco and Los Angeles, as Pacific 
Coast representative. 


Moines 


New England “Homestead” to 
Reduce Size 


The New England Homestead on 
January 1, 1922, will be reduced in size 
from 772 to 700 lines to the page 

















Retail Sentiment Not So Bitter 
toward Mail-Order Houses 
as Formerly 


Nevertheless It Is Still Regarded Not 
Sell Both Retailer and Catalogue Concerns 


Tne Ganpy Bettinc Company 
BattimoreE, Mp., Nov. 17, 1921. 
Editor of Printers’ Ink: 

What is the latter-day viewpoint of 
manufacturers with regard to catalogue 
houses? At one time many felt they 
could not afford to sell these catalogue 
houses when they were soliciting busi- 
ness from the hardware dealers. 

We manufacture an article that is well 
known for its high quality. We also 
manufacture another brand which is sold 
to the trade at 10 per cent lower, being 
constructed of lighter-weight material. 
We are frequently importuned by dealers 
to make up this cheaper brand under 
their own brand name. 

We have always passed up such busi- 
ness, steadily refusing to put out any 
goods except under our own brands. 
We felt that any deviation from this 
rule would react unfaverably upon our 
reputation for quality. It is quite 
likely that a private brand enthusiast 
would make additional capital out of 
the fact that its private brand was 
being manufactured by this company. 

Have there been any opinions ex- 
pressed on similar situations in your 
columns recently? 

Tue Ganpy Bectinc Company, 

F. I. ScuHrtiinperc, Jr., 


General Sales Manager. 


HERE is no essential differ- 

ence in the present-day attitude 
toward catalogue houses from 
that which existed a few years 
ago. It is stiil regarded “bad 
form” for a manufacturer to sell 
them the same brands which he 
sells through the retail trade This 
is, however, no longer the problem 
that it was. The mail-order 
houses are now able to get all the 
merchandise they want. It is true 
that sometimes it is obtained 
through devious, though legiti- 


mate, channels; but they get it, 
and that is all that counts. Man- 
ufacturers, too, have become 


pretty well reconciled to the situ- 
ation. If they sell the mail-order 
concerns, they usually do it sub 
rosa or else make special brands 
for the catalogue house trade. 
Generally speaking, the old retail 
antagonism toward the mail-order 
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“Good Form” for Manufacturer to 


companies has cooled off. In those 
sections where catalogue competi- 
tion is an old issue, progressive re- 
tailers have learned how to deal 
with it. To be sure, the mail-order 
habit ‘is spreading into districts 
where formerly it had not obtained 
much of a hold; but when we con- 
sider that the entire mail-order 
business of the country is probably 
less than five per cent of the total 
retail sales, the retailer surely 
hasn’t much to worry about. There 
is a place for both the retailer and 
the mail-order house in our com- 
mercial life. One supplements ‘the 
other. When the latter gets the 
business, it is usually due to the 
fact that the retailer fell down in 
some particular, either in his ser- 
vice or in his salesmanship. 

As to Mr. Schillinberg’s second 
question regarding the advisa- 
bility of adding the manufacture 
of private brands to his business, 
we would say don’t. There is more 
grief in the private-brand business 
than Hamlet ever experienced or 
Horatio dreamed of —[Ed. Print- 
ERS’ INK 


Joins Cleveland Agency as 
Sales Manager 


L. Z. Stone has joined the Andrews, 
Brown & Cole agency, Cleveland, as 
sales manager. He has been in advertis 
ing for the last ten years and was 
formerly manager of the Dunlap-Ward 
Advertising Company, Inc., Cleveland. 





Canadian Agent for Ruberoid 
Advertising 

The Ruberoid Co., Limited, has 

placed its Canadian advertising with 

the R. Sykes Muller Co.. Limited, ad- 

vertising agency of Montreal | and 

Toronto. 


Thomas R. Callahan has heen ap 
pointed assistant to Romeyn B. Scrib- 
ner, advertising agent of the Southern 
Pacific Railroad. 
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How The Iron Trade Review 
Saturates Its Field 
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In the above chart the white bars indicate the total number of each of the 


various kinds of metalworking plants in the United 
the number of subscribers to THE IRON TRADE R 
is counted under each kind of 
@ company that operates a 


States; the shaded bars, 
EVIEW. Each subscriber 
lant operated, regardless of duplication. Thus, 
oundry, a machine shop and a pattern shop, 


would be listed once under each of the three and each of the three bm 
be counted in determining the total number of shops in each classifica 
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Circulation in Various Industries 


of The Iron Trade Review 


REMARKABLE and advantageous feature of the circulation of 

Tue Iron TrapeE Review is the many different kinds of plants 

it reaches, and the thoroughness with which it covers all of these 
widely diversified industries. 


Not only in the field of primary iron and steel production, but in all 
the many manufacturing processes through which iron and steel pass 
before reaching the market in the finished form of typewriters or auto- 
mobiles or other kinds of machinery or metal products, THe Iron TRADE 
Review is read and used. 


How thoroughly THe Iron Trape Review saturates all these many 
branches of the metalworking field is clearly shown by the diagram on 
the opposite page. Note that in several important classifications the 
number of readers of THe Iron Trape Review actually exceeds the 
number of separate plants. 


Half a dozen other varieties of metalworking shops are just as thor- 
oughly saturated by THe Iron Trape Review, but are not included in 
the chart because no exact authoritative figures are available of the total 
number of these plants. The numbers of readers of THe Iron TRADE 
Review in these shops follow: 


Readers 
Steel stamping and drawing plants...................-.050- 1629 
Heat-treating plants .............. cnceedeseues saneds 1370 
Automatic machine departments.......................+0-.+- 1407 
Plating and polishing departments..... dettubedaeetnea .. 1820 
Ue NEE SS biiaes'ng ng head ncepateceecensieeseces cemeamaes Se 


It will be noted that the total of the various classifications listed above 
and on the opposite page is greater than the total number of subscriptions 
to THe IRon Trape Review. The reason for this is that in many cases 
two or three or more of the various kinds of plants are operated by one 
company, and such a company would be counted once under each kind 
of plant or department it operates, in determining both the total number 
of plants and the number of subscribers. 


As a result, the buying power of 35,974 plants and departments is thor- 
oughly covered by a circulation of 12,343 copies of THe Iron TRADE 
Revigw—and at a much lower cost to the advertiser than if 35,974 copies 
were required to cover this tremendous field. 


The Iron Trade Review 


A Penton Publication 


Cleveland, U. S. A. A.B. P. 
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A Restaurant Ties Up 
with National 
Advertising 





N the Pacific Coast a chain 

of dairy lunches, operating 
under the name of The White 
Lunch Company, has engaged in a 
newspaper advertising campaign 
in which much space is given to 
nationally-advertised products. 

Each advertisement has been a 
direct tie-up with some national 
advertiser. California Prunes, 
“Sunkist” lemons, Del Monte 
canned fruits, and California 
raisins are among the products 
featured. This was, iti the case 
of the “Sunkist” lemon advertise- 
ment, (which is cited in order to 
make clear the exact manner in 
which this chain system made the 
tie-up,) lemon pie, made of “Sun- 
kist” lemons and was offered as 
“Sunkist” lemon pie at five cents 
per cut in this manner: 

“Yes! the finest pie you’ve ever 
tasted—made of pure ‘Sunkist’ 
lemons, this week only, a large 
size piece 5c. 

“To eat a piece of the White 
Lunch lemon pie is to taste the 
tang of the sweetly-perfumed or- 
chards, the clear, cool air, the 
breath of sunshine! ‘Sunkist’ 
lemons have been well named. 
And using them in these pies of 
ours, makes them indeed delicious. 
Beginning. tomorrow, a large size 
piece for 5c, they’re regularly 10c. 
Eat at a White Lunch this week— 
ask for Lemon Pie.” 

In every instance, PRINTERS’ 
INK is informed, large increases 
have been made in the sale of the 
particular articles featured. In 
some instances as many as one- 
third of the people eating at a 
White Lunch have bought the 
special. 


Kase Electric Account to 
Duluth Agency 


The George C. Olmsted Agency, 
Duluth, has secured the account of the 
Kase Electric Company. Trade and 


consumer publications will be used to 
advertise the Aske electric vaporizer, a 
starting device for automobiles and 
motorboats. 
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Advertises Home-Made Xmas 
. . 
Candies 

The holiday season and the period of 
candy making almost indissolubly iden 
tified with it form the nucleus for a 
full page color magazine advertisement 
recently placed by the Corn Products 
Refining Company, Argo, Ill. The ap 
peal of the advertisement is to the 
imagination of boys and girls and their 
inherent fondness for home-made candy 

Not only does the advertisement it 
clude several simple recipes in which 
the syrups of the company may be used, 
but it also stimulates the desire of chil- 
dren for candies which they can make 
theniselves, stresses the fun incidental to 
the process of holiday candy making and 
adds a few words from authorities on 
foods as to the wholesome properties 
and food values of the company’s prod- 
ucts 


Art Sale Advertising with 
Wide Appeal 


Newspaper advertisements of the sale 
of paintings which appear to_ have 
grown away from the familiarly formal 
announcement of the art gallery have 
appeared recently in Chicago newspapers 
In these the J. W. Young art galleries 
stimulate the interest of the amateur by 
impressing upon him that in this sale 
good taste counts for more in buying 
than money. The advertisements succeed 
in injecting something of the “direct- 
to-the-consumer” atmosphere and avoid 
engendering the thought that an art 
saie must necessarily be something for 
the esoteric few. 


Advertisements Appeal to 
Dealer’s Wife 
That a great preponderance of the 
advertising for household articles and 
family clothing is addressed directly to 
women is a fact so familiar as to have 
become almost axiomatic. The appeal 
of the manufacturer to the _ retail 
dealer’s wife is not so common . 
In recent trade journal advertis- 
ing The Hohfield Manufacturing Com 
pany, Philadelphia, maker of Driad bath 
towels, urges the dealer to get his wife’s 
opin‘on of its goods. Her opinion will 
be that of the dealer’s high-grade cus 
tomers, the advertiser asserts. 





New Honorary President of 
Taylor Society 
Henry R. Towne, chairman of the 
board, the Yale & Towne Manufactur 
ing Company, New York, has recently 
heen chosen honorary president of the 
Taylor Society, New York. 


W. G. Deed wi with Yellow 
Cab Co. 


W. G. Beard, for some time engaged 
in Chicago advertising work, has_be 
come publicity manager of the Yellow 
Cab Manufacturing Company of Chi- 
cago. 
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Intimate Circulation 


Sell to the Buyers 


In The Select List city you find well dis- 
tributed wealth—even prosperity. A 
great many people have money to spend. 
All can satisfy their needs. 


They have metropolitan wants. Their 
nationally known industries keep them in 
constant touch, through commerce, with 


the largest cities in the country. 


Products advertised in The Select List 
Papers are bought because Select List 
cities are progressive, prosperous and 
believe in advertising. 


Here selling effort is minimized. The 
people are buyers. The only way to reach 


them all is through The Select List. 















Every paper serves a 


family. Get The Select 


List Book. 


Ohio Select List 


of daily newspapers 


Robert E. Ward 


New York 


225 Fifth Avenue 













Director of Advertising 


Chicago 
5 S. Wabash Avenue 
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will be the 
JANUARY ISSUE 
of the 
COMMERCIAL CAR JOURNAL 
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, Where the 1922 . 
Motor Truck Show 
Will Be Held 


Not in New York or Chicago. 

But in the January COMMERCIAL CAR 
JOURNAL. 

Instead of floor space you will buy type space. In 
place of physical exhibits you will display photo- 
graphs and text. Where before buyers have come 
to the Shows—this year the Show will go to buyers. 

Show time! Buying time! COMMERCIAL 
CAR JOURNAL time! Your time to annex new 
dealers and to bag good distributors. 

15,000 copies will go to the very cream of the 
buyers in the truck industry. 

Ask yourself this question: “Can I afford to 
remain out of this great national Show?” 

Thousands of important buyers whom you want 
to sell, on whom you want to make an impression, 
will attend—will read this great issue. Will they 
see your line? Will they send you their inquiries? 
Or will your competitors gain all of their attention 
at buying-time when buyers are placing their orders 
and making 1922 connections? 

Manufacturers or their advertising agents should 
immediately make adequate space reservations. All 
copy should be in by January Ist. A letter will 
bring complete details. 


COMMERCIAL CAR JOURNAL 
49th and Market Streets, Philadelphia, Pa. 


Thousands of 22” x 34” colored Show Posters have been 
sent broadcast to interested buyers in the industry. Con- 





a tinuous big space advertising is being published to acquaint 


the trade with where the national 1922 Motor Truck Show 
will be held. This big national Show is your opportunity. 
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Consider Your Eyesight 


HAT Proressor H. L. HoLtincwortu says in his Applied Psychol- 

ogy about glazed paper: ‘‘One of the most common and persistent 
causes of glare both with naturai and artificial illumination is the use of 
highly glazed paper... . The image of light source is regularly reflected 
by black letters and the white background with practically equal facility— 
there is.a decrease in contrast between the printed matter and the back- 
ground, causing difficulty in reading and also a distracting and harmful 
effect... for these reasons glazed surfaces have been condemned by light 


specialists.’’ 
DEJONGE ART MAT 


A Distinctive Coated Paper 


is free from glare, and prints halftones and type beautifully. It is ap- 
proved by light specialists. A well-known printer writes: ‘‘Art Mat is 
unique. Halftone printing on Art Mat can carry more ink than a high-sur- 
face paper —the printing is stronger, more interesting and more striking.” 
If these are the qualities you desire in your work, send for samples to- 
day—not only for the sake of your eyesight, but for the artistic appear- 
ance which the use of Art Mat ensures. 


lOUIS DEJONGE & CO. 


69-73 Duane St. New York City 
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A Retail Advertising Man 
Discourses on “Advertising 
Co-operation ” 


His Experiences as a Consumer Lead Him to Believe Manufacturers May 
Well Pay More Attention to This End of the Campaign 


By W. T. White 


Of The Pelletier Company, Sioux City, Ia. 


{Ep:roria Nore: When you, as a 
manufacturer, find retailers not at all 
inclined to give three rousing cheers 
after hearing a description of what you 
are prepared to do for them in the way 
of advertising co-operation, be not at all 
surprised. The local merchant has found 
these plans, in any number of instances, 
to be not at all to his liking. Read what 
this retail advertising manager found 
wut about advertising co-operation and 
perhaps you will better understand the 
lealer’s customary attitude.] 


RE manufacturers’ follow-ups 
£1 thorough enough? Do they 
give the inquirer the information 
requested ? 

Responsible for the advertising 
of a large department store in 
Sioux City, Ia., the writer de- 
termined to secure information 
that would answer questions 
which entered his mind after 
reading an article* on this topic 
in a June issue of Printers’ INK. 

Forty advertisements of prod- 
ucts all sold by Sioux City stores 
were selected and answered. The 
following distinct questions were 
asked in every inquiry: 

(1) Information about product. 

(2) What Sioux City store 
represented them. 

(3) State some idea of prices. 

Sent on linen correspondence 
cards, written in feminine long 
hand, signed Mrs. W. T. White, 
giving the writer’s home street 
address, no suspicion of the 
underlying test was present in 
these inquiries. 

Replies were soon forthcoming 
—excellent, good, bad, indifferent. 

Sales literature is a maker's 
‘Silent Salesman.” The same im- 
pression—good or bad—may be 
secured for it as if it is obtained 
from the actual, flesh-and-blood 
salesmen. Poor handwriting, un- 


*“VYour Answers to Me,” June 30, 


1921, page 73. 
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even folding, inharmonious color 
arrangement and information that 
doesn’t explain the product and 
answer her queries will do much 
to stamp out the spark of a wo- 
man’s interest and turn her per- 
haps to a competitive line where 
the printed attention she receives 
is of a more painstaking type. 


WHERE THE ANSWERS WERE FAULTY 


Out of the forty inquiries but 
twenty-six gave the information 
asked for. Some sent it in in very 
complete form, while many sent 
replies that were more or less 
makeshift and careless. Only 
nineteen stated where their prod- 
uct could be bought in Sioux City. 

And ten out of the forty thought 
the inquiry insignificant enough 
absolutely to ignore it. 

The third question—referring 
to prices—was left by all to the 
retailer to answer. This method 
is a debatable one and in many 
instances the quoting of an ap- 
proximate price would have en- 
couraged continued interest rather 
than hindered it. 

Twenty-three of these replies 
came back as first-class mail, while 
the other seven used third-class 
mail. It would be entirely fitting 
to state here that these third- 
class circulars were second-raters 
and good waste-basket fillers. 

Some answered with letters, 
others with literature, still others 
with both. Where letters were 
used ten were outright form let- 
ters and nine were personally 
written. It doesn’t call for much 
imagination to guess which re- 
ceived the attention. 

The outstanding replies—good 
or bad—were as follows: 

A booklet with the name of a 
Texas dealer printed on the back 
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of it. This name was crossed off 

with a blue pencil, which pre- 
sumably made it suitable (?) to 
use for any other inquiry. 

A letter with no street address, 
which caused it to be kicked 
around in the local post office 
until street address could be 
found. 

A cheap postal card, irregularly 
typewritten with the name of the 
store where it could be bought 
literally scratched on it. 

Three different letters — each 
one following the other about two 
days apart. 

An attractive folder containing 
ten loose-leaf pages each of which 
pictured a different model of the 
product. However, its effective- 
ness was utterly spoiled by having 
it addressed in bold, scroll hand- 
writing and mailed with a one- 
cent stamp. 

Three firms enclosed cards of 
introduction to local dealers. 

One product was handled by 
about every dry goods and de- 
partment store in the city. Hence, 
this maker’s contribution was a 
postal card with the names of 
these dealers stamped on it at an 
angle of about forty-five degrees. 

As most local concerns secure 
the credit standing of prospects 
before approaching them, it was 
somewhat difficult to learn how 
many local dealers followed up 
the inquiries. But nine at least 
phoned or called for appointments 
to demonstrate their product to 
“friend wife” and a couple of 
salesmen actually sold her their 
product. However, that’s the 
penalty of all tests that involve 
your wife if you let her hold the 
pocketbook. 

This compendium of facts on 
follow-ups somewhat makes one 
blink as he reads the words 
“Dealer Co-operation.” A large 
proportion of the advertisements 
in magazines today are for prod- 
ucts sold to dealers and resold to 
the public. Yet, when the public 
inquires direct of the maker, the 
dealer who represents him is sel- 
dom informed of it and even 
after inquiring direct, the public 
is left to wonder much of the 
time where their products can be 
bought locally. 
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If a sale is worth starting it’s 
surely worth finishing. Let’s dig 
into these follow-up systems 
everywhere and see if this co- 
operation to the retailer can’t be 
strengthened. 


When to Use Stamps on Mail 
Permits 


From an analysis of fifty-two mail- 
ings in the last five months the Direct 
Mail Advertising Association reports 
that it has obtained some interesting 
facts regarding the use of stamps and 
mail permits in direct-mail advertising. 

In giving the results of this analysis 
the association says: 

“It has been established pretty con- 
clusively that permit mail is satisfactory 
for routine mailing, house-organs, news 
letters and other mail matter sent to 
persons who are already business friends 
of the sender. On the other hand, 
the impersonal tone of the permit, 
which suggests that thousands of other 
people have received the same thing, 
has a noticeably depressing effect on 
the reader. This is capocially so when 
the mailings are sent to new prospects 
or are intended to get people to act 
spontaneously and quickly. 

“One instance is particularly illumi- 
nating. A manufacturer of leather spe- 
cialties in the East determined to make 
a specific test. He sent an attractive 
four-page letter, describing a half dozen 
associated specialties, to a list of twelve 
hundred purchasing agents, selected at 
random from a list of 5,000. On half 
of this list he used Government permits; 
on the other, stamps. The stamped let- 
ters brought a return of 83% per cent; 
the permit letters 514 per cent.” 


A Charter Member Speaks 
Trenton, N. J., Nov. 14, 1921. 
Editor of Printers’ InxK: 

As _a charter member of Printers’ 
Ink Monthly family, I want to con- 
gratulate you on the ever-increasing 
goodness and value of your magazine. 
Two articles in particular in the No- 
vember issue are worth careful_reading 
by every executive, sales manager, sales- 
man or advertising manager—namely, 
“What I Have Learned in Thirty-five 
Years of Selling” and “One Dozen Ex- 

eriences in Present-Day Advertising.” 

hey get down to fundamentals in a 
highly interesting manner—and if ap- 
plied to everyday problems would mean 
increased sales for any company. 

It might interest you to know that I 
have had all past issues bound into book 
form—and they form a real library of 
advertising in themselves. 

H. C. Manan. 


A new advertising organization has 


been incorporated at Portland, Ore.. 
under the name of The Advertising 
Service Company. The incorporators 


are F. R. Miller, Sam F. Hornstein 
and Dora M. Miller. 
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New York 





Dayton, Ohio 


Already the largest and 
the cheapest coverage— 
and still showing great- 
est gains— 


The increase in daily circulation of 
the Dayton Herald and Journal 
Combination for 1921 over 1920 was 
7,928. The other Dayton paper in- 
creased but 2,083—only one-quarter 
as great. 


The Herald and Sunday Journal 
Combination shows a circulation in- 
crease of 10,538 as compared with 
4,936. 


When you come to Dayton use the 
strong Herald-Journal Combination 
and get not only the greatest coverage 
at lowest cost but also the livest, 
fastest growing circulation in the 
Dayton territory. 


The Dayton Herald & Journal 


Dayton, Ohio 
Members of Audit Bureau of Circulations 


National Advertising Representatives 


Story, Brooks and Finley, Inc. 


Philadelphia Chicago San Francisco Los Angeles 























Can Hosiery Shops Sell a Silk 
Stocking Soap? 


The Gotham Silk Hosiery Company Plans to Start an Interesting 
Experiment in Side-Line Selling 


ie the manufacturing process 
of silk hosiery the Gotham Silk 
Hosiery Company of New York 
has used for years a special soap 
which it is claimed, through an 
oil content, strengthens the silk 
fibre to a considerable degree. 
When the hose, after purchase, 
are washed in the home with ordi- 


nary soap, however, this oil in- 
gredient, it is said, is apt to be 
lacking. 


Consequently, it is gradually 
washed out and the life of the 
stocking is shortened accordingly. 
The old idea would have been to 
let well enough alone. In those 
days the customary attitude was 
the more quickly an article wore 
out, just so much more rapidly 
would the repeat orders come in. 
But today things are viewed in a 
different light. It is now recog- 
nized that service is what people 
are demanding and buying, and 
that catering to the public’s 
wishes in this respect is really 
good business. 

At any rate the Gotham com- 
pany is preparing to bring this 
silk-stocking soap out in package 
form. Gotham Gold Stripe Silk 
Stocking Soap is the name it will 
bear. This in itself is an inter- 
esting development, in line with 
a noticeable trend in the soap in- 
dustry toward specialization. For 
example, several of the large soap 
companies are starting to push 
brands of soap particularly de- 
signed for use in washing ma- 
chines. 

But of even greater interest is 
the fact that Gotham plans to 
market its soap, at the start, 
through hosiery stores or depart- 
ment stores handling the com- 
pany’s line. Of course, when the 
idea first came up for considera- 
tion, since it was so entirely 
original, there was considerable 
doubt as to how hosiery retailers 
would take to it. In order to 
sound them out the company sent 





a letter to a list of 150 merchants 
who had rolled up big records in 
Gotham stocking sales. This was 
ostensibly an attempt to have these 
merchants tell of the methods 
that enabled them to increase 
their sale of hosiery for the bene- 
fit of others. It asked six ques- 
tions designed to draw out this 
information. 


IN NOCENT-APPEARING QUESTION, BUT 


IMPORTANT 
The fifth query, inserted so 
as to appear merely incidental, 
was: “If a_ silk-stocking soap, 
made specially for washing silk 
hosiery, were to be offered you 
with a good margin of profit, 


would you place it in the hosiery 
department and give it counter 
space?” There was nothing to 
indicate any serious purpose. Yet 
every single one of those mer- 
chants replied they thought well 
of the idea and would be glad to 
give it a try-out. 


That was all the company 
needed. Final plans are now 
being put through. Initial dis- 


tributive efforts will be confined 
to placing Gotham soap on the 
counter alongside of Gotham ho- 
siery. Later on, other outlets will 
be sought. Drug stores, very 
likely, will be approached. Since 
the soap also is good for toilet 
purposes this feature will-come 
in for its share of attention at 
the proper time and distribution 
broadened further. 

Just what this will mean ad- 
vertisingly, is difficult to say at 
the present moment. Right now 
Gotham soap is being mentioned 
in business-paper advertising. If 
the idea strikes a _ responsive 
chord there is every chance of the 
advertising spreading out into the 
general field. Leaving that aside 
for the moment, the plan deserves 
close attention for its unique fea- 
tures alone and its significance as 
applied to side-line selling. 











ts 
in 


e 
Is 








Dec. 1, 1921 PRINTERS’ 


INK 











e 


clients, we announce James F. 


to his counsel and guidance. 


441-447 Pearl Street 














$ NOT ONLY PRESIDENT AND GENERAL MANAGER 
but at all times available for co-operation with our 


Newcomb. 


Without a desire to appear immodest but that you 
realize the business-building ability of the head of our 
organization, it is necessary to tell you that within a 
period of less than six years he has erected a printing 
business with annual sales now approaching the million- 
a-year mark. Mr. Newcomb is a business man first, 
and a printer secondarily, which lends unusual value 


JAMES F. NEWCOMB & CO.,, Inc. 


New York City 
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“IF A NEWSPAPER IS 
WORTH HAVING IT IS 
WORTH BUYING” 


All men of intelligence recognize the fact that the circulations of 
newspapers do not naturally increase during hard times when men 
are out of work and families are economizing. Newspapers showing 
large increases in circulation during the past year have confessed to 
all thinking men their fear of facing an unavoidable economic fact. 
Newspaper publishers who possess courage and business sense have 
held fast to their determination to permit their newspapers to be 
delivered only where there is ability to pay. So successfully has this 
policy worked in its application by The Tulsa Tribune that its net 
income from circulation per copy is being maintained at the maximum 
figure of $.017. Advertisers are assured that every copy printed by 
The Tribune is delivered into a home that exerts a buying power 
above the average of the times. 


Net Cash Receipts from Circulation per Copy 


Increase 
SN ans pees kewse aban awe $.006 
June, 1920....... De ahi ww alae arate .0155 .0095 
I Oa aii eae ie bik waemnice Saws eS .0156 .00%6 
DS ME id uve ceded eben eaaskeseennee 017 O11 
Average Average 
Circulation Income Circulation , Income 
Daily and Circulation Per Daily and Circulation Per 
Sunday Receipts Copy Sunday Receipts Copy 
1919 1920 
November... 22,750 $4,010.54 -006 November.. 23,849 11,139.67 .0156 
December.. 20,534 5,106.78 .0077 December.. 23,455 11,485.70 .0165 
1920 1921 
January.... 19,288 7,675.63 011 January.... 23,754 13,086.02 .0178 
February... 18,165 6,742.03 -01 February... 24,750 10,503.88 0151 
March..... 18,617 8,696.81 .014 March. .... 27,140 13,338.84 .016 
pe | eer 19,395 8,374.95 -015 a ee 26,243 12,702.14 0164 
aswee ts 19,750 9,300.97 -015 May....... 26,120 12,886.42 016 
Ds anees 19,959 9,616.03 -0155 Ds ce6an 28,147 13,236.30 0156 
| Seas 20,193 9,107.72 .0147 ese 12,995.37 0162 
August.... 20,491 9,765.16 .0154 August.... 24,219 11,323.25 0156 
September . 22,167 9,804.92 -015 September . 23,869 10,793.88 015 
October.... 22,098 9,892.68 .0145 October... - 23,269 12,379.32 017 





THE REASON 


The Tulsa Tribune has been able to win the commendation of the most 
capable space buyers in this country, is that its editor, Richard Lloyd Jones, 
wields an enlightened and vigorous pen and directs the news policy of the 
Tribune in a way that earns for it the enthusiastic approval of its multi- 
tude of readers. 


THE TULSA TRIBUNE 
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Form 1610 srinpane 


SOUTHERN PACIFIC LINES 


SOUTHERN PACIFIC COMPANY 
MORGAN'S LOUISIANA & TEXAS RAILROAD & STEAMSHIP COMPANY 
LOUISIANA WESTERN RAILROAD COMPANY 
TEXAS & NEW ORLEANS RAILROAD COMPANY 
THE GALVESTON, HARRISBURG & SAN ANTONIO RAILWAY COMPANY 
HOUSTON & TEXAS CENTRAL RAILROAD COMPANY 
THE HOUSTON, EAST & WEST TEXAS RAILWAY COMPANY 
HOUSTON & SHREVEPORT RAILROAD COMPANY 
ARIZONA EASTERN RAILROAD COMPANY 
SOUTHERN PACIFIC RAILROAD COMPANY OF MEXICO 


A. J. POSTON, cxwenar asewr “MORGAN LINE” FILE No 
nee Sem acne PASSENGER TRAFFIC DEPARTMENT 13871 


165 BROADWAY 
The Tulsa Tribune, ne 
Tulsa, Okla., NEW YORK.N.Y: Nov. 17, 1921. 
Attention Mr. T. F. McPherson, 


Dear Mr McPherson: 


.Thank you for your letter of Nov. 12th, with 
which you enclosed summary of prosress meade by your splendid 
publication. 


Very often when advertising men cet together 
to discuss media, certain publications are always spoken of 
as leaders. I mean such papers as the Springfield Republican, 
Portland Oregonian, and other newspapers of a similar character 
which stand cut in their respective fields as different from 
others. Frequently in the last few months I have heard the 
Tulsa Tribune mentioned in connection with the group of papers 
that we all have in mind. 


I think there can be no doubt but that this in- 
crease in your prestige is due to your circulation policy, on 
the theory, if a newspaper is worth having, it is wrth buying, 
It stands to reason that a paper that is bought for its own 
worth, is more thoroughly read than a newspaper which is bought 
in connection with some article offered as a premium, or bought 
in connection with some contest. 


We sre not advertising the Sunset Route between 
New Orleans ahd California in your territory, but it is suggest- 
ed that you write to Mr. C. L. McFaul, G.A., Southerm Pacific 
Lines, 35 West Jackson Boulevard, Chicago, I1l., who’has charge 
of the placing of our Golden State Route, and Ogden Route ad- 
vertising, to whom I am sending a copy of this letter. 


Re. 
RBS:C Very truly yours, 


C¢....Mr. McFaul. L6G Pte 


Che Culsa Cribune 


Tulsa, Okla. 


NATIONAL REPRESENTATIVES 
@. LOGAN PAYNE COMPANY PAYNE, BURNS & SMITH, Inc. 
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How to Sell to the Millions 
of Foreign Born People 


and their families— about thirty per 
cent. of our total population—is the 
problem of many American manufac- 
turers. 


How to reach these millions of con- 
sumers, who live in every state of the 
Union, but who read the newspapers in 
their native tongues, is the problem of 
many American advertisers. 


WE CAN HELP YOU SOLVE THESE PROBLEMS 





Years of study and specialization enable us 
to cooperate with advertisers and their adver- 
tising agencies in the intelligent selection of 
media and the correct interpretation of 
their advertising to the foreign born. 











We welcome inquiries 


from Advertisers and 
Aavertising Agents 





Publishers’ Representatives 


LEADING AMERICAN FOREIGN-LANGUAGE NEWSPAPERS 
Tribune Building, New York, N. Y. 
































Must a New Competitive Leader 
Have Dramatic Talking Points P 


United Drug Company Puts over Klenzo with No One Outstanding 
Feature 


By Donald Kirkland 


F you wanted to put over a new 

product in a highly advertised 
field — toothpaste, let us say — 
would you deliberately make the 
product with no exclusive selling 
points? Would you make it with 
no features on which you could 
shock the public to attention— 
nothing you could illustrate and 
describe in dramatic form? Would 
you be content to stake your repu- 
tation for business acumen, your 
advertising dollars, on an article 
in which there was no definite 
hook upon which to hang your 
advertising appeal? 

Think twice before you answer; 
for it has been done in Klenzo, 
a dental cream about which no 
more is claimed for it than that 
it “cleans and polishes, and leaves 
a cool, clean feeling in the mouth.” 
Other products of the type have 
their medicinal features that per- 


mit specific appeal that sup- 
ports the whole’ merchandising 
effort. Klenzo has none of 


these; it is but a toothpaste that 
cleans and polishes, and leaves a 
cool, clean feeling in the mouth! 

But out of this product without 
exclusive dramatic feature has 
been made an advertising and 
merchandising campaign that three 
years, and a comparatively modest 
expenditure have made a success. 

Back of the United Drug Com- 
pany’s decision to put out the 
kind of product it has made 
in Klenzo are sound, logical rea- 
sons and facts. Perhaps these 
same reasons and facts would not 
fit another concern in marketing 
a product of this kind; but the 
method of arriving at them con- 
veys a lesson that, according to 
Charles E. Murnan, vice-president 
of the company who has charge 
of the advertising, will go 90 per 
cent of the way toward insuring 
success in advance. 

Klenzo was conceived five years 
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ago. Before it went on the market 
two years later 278 formulas were 
tested; some 3,500 samples were 
distributed, reports received, tab- 
ulated and analyzed; investigations 
were made among dentists, dental 
clinics, and the public, layman and 
professional, in the endeavor to 
find out what kind of dentifrice 
would be acceptable and pleasing 
to the great majority of people; 
to learn in advance what would 
be a success when finally placed 
on the dealers’ shelves and dis- 
played in the advertising columns. 
The product that was determined 
upon was a dentifrice that did no 
more than to clean and polish, 
and leave a cool, clean feeling in 
the mouth! 

“CLEAN TEETH” THE MAIN TALKING 

POINT 


“Not that we decry the value 
of an exclusive or dramatic talk- 
ing point,” said Mr. Murnan, who 
is largely responsible for the 
product. “Certainly with such a 
feature public attention could be 
focussed more promptly and re- 
sults obtained more immediately. 
We did look for such a feature; 
investigated that proposition from 
all angles. But to get it in a den- 
tifrice, that feature would have 
to be based on medicinal qualities. 

“And what we found about 
toothpastes with strong medicinal 
features was this: One either likes 
them or dislikes them; there is no 
half-way between. They appeal 
and find a sale among a certain 
percentage of the public; that 
portion of the public which is af- 
fected or thinks it affected 
with the troubles the medicinal 
qualities are intended to cure or 
alleviate. But another large por- 
tion of the public, sold by the 
advertising, try them and find 
they do not like them. It is true 
that if one is selling toothpaste 
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only, one does not have to sell 
the whole hundred millions to 
make a financial success. But we 
wanted to build for the largest 
possible market, and we couldn’t 
afford to put out a product that 
would please some and displease 
a considerable portion 
of that market. 

“Then again we 
had to consider our 
status in connection 
with our other prod- 
ucts. Whatever dental 
cream we put out, we 
could not expect it to 
please everyone who 
tried it. Those who 
tried it and we did 
not please we must 
be sure we did not 
positively displease; 
for the sense of dis- 
pleasure would affect 
their feeling about 
other Rexall products. 

“Again, we had to 
consider the future 
possibility of change 
in public ideas and 
trends. We must 
build for a perma- 
nent future. 

“Above all else we 
found that what sold 
the public and kept 
it sold was. the 
taste and feeling left 
in the mouth. Just 
as in the case of Jon- 
teel we found people were buying 
talcums on odor, so in toothpaste 
we found the public buying by 
taste. Pleasant taste and pleasant 
mouth feeling was what would 
sell the great American majority; 
and Klenzo was made according 
to a formula that would give it 
those pleasant qualities. 

“The great public taste is some- 
thing that cannot be analyzed or 
accounted for. Our studies to 
learn what tastes, odors and pack- 
age designs will appeal to the 
senses of our buyers have led us 
to the determination of one axiom 
which is now a set policy with us: 
Personal opinions don’t go! Hob- 
bies, theories, arguments — all 
good as bases of experiment; but 
what the public says is the final 
word; and what the public says 


Dec. t, i9at 


must be determined beforehand 
in the launching of any product 
or idea. A particular flavor, for 
example, was preferred for the 
toothpaste, but when we came to 
produce a mouth wash, it was an 
entirely different flavor the public 









White Teeth with Klenzo 


GUISTENING. dazzhog whine cerdh— wine becoune the enamel hasbeen 
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SIMPLICITY IN COPY HAS PAID THIS ADVERTISER 


wanted. It was illogical, and a 
conclusion that could not be rea- 
soned out in advance. Practical 
experiment was the only guide; 
and is the only guide which we 
accept. 

“This is why we have been able 
to acquire one asset which we 
consider one of our greatest—the 
confidence of our agent-stock- 
holders in the success of any 
product or idea we put out. That 
success is assured in advance only 
by just such experimenting and 
testing as we have gone through 
in the case of Klenzo.” 

The United Drug Company had 
another toothpaste before Klenzo 
was produced. Why didn’t the 
company take that and make it the 
big advertising leader? It was a 
good toothpaste—still is. It al- 
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Mucu Advertising is like 
signaling to Mars—the 
message gets off, but it 
never gets there. Even 
the copy with a thrill is 
“some mute, inglorious 
Milton’’, if its voice is 
not heard in the Market- 
Place. You could not 
make us write Advertis- 
ing; we are content to 
make Advertising right. 
We set Advertisements 
with forethoughtful cal- 
culation of line and letter, 
of type faces and margin- 
al spaces, of balance and 
a- beauty, of virility and vis- 
ibility, because what the 
Eye does not perceive, 
the Mind cannot receive. 
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ready had a comparatively large 
sale. Why not build up on the 
structure already laid down? Be- 
cause that product was pink—the 
great majority wanted white. The 
old dentifrice is still sold right 
beside Klenzo, its volume is in- 
creasing. But in its first year 
Klenzo outsold its predecessor five 
to one and the difference is far 
greater now. 

“Success came sooner than we 
anticipated,” said Mr. Murnan. 
“Because we sell to only one 
store in a community, we were at 
a_ disadvantage, 
problem in relation to a single 
article like this. Again, when we 
came to determine the volume of 
advertising to put behind it, we 
balanced the advantage of a tre- 
mendous investment to accomplish 
results in a short time as against 
a more moderate expenditure tak- 
ing a little longer period. We 
rather compromised between the 
two. In our thtee years of adver- 
tising Klenzo, we have invested 
about half a million dollars. The 
first year we showed a loss; the 
second we came out even; and 
the third year has shown a bal- 
ance on the profit side. 

“It must be remembered in con- 
nection with this that each of 
our advertised leaders must stand 
on its own feet. Each leader is 
advertised by itself—we run sev- 
eral separate and distinct cam- 
paigns. Each product must bear 
the entire cost of its own adver- 
tising. Nothing goes down against 
general good-will (although we 
recognize that the rest of the line 
benefits to. great extent). This 
year Klenzo sales are 70 per cent 
ahead of last, and going stronger 
every month.” 

Recently an inquirer in Prtnt- 
ERS’ INK wanted to know if a 
product like toothpaste could be 
profitably advertised and sold 
without a family of products to 
support it and stand a share of 
the advertising and selling ex- 
pense. Here, it seems, is the 
answer, for United Drug is doing 
just that. Each of its several ad- 
vertised leaders must bear its en- 
tire advertising expense. And 
while the pure selling expense is 
divided among many products, 
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this advantage is in a measure off. 
set by the fact of selling but one 
store in a community. 

While the product was deliber- 
ately designed without dramatic or 
exclusive talking points, the ad- 
vertising may be said to have 
created one, and to have endowed 
the article with distinctive ‘indi- 
viduality. Since the investigations 
revealed that the greatest influence 
on sales was taste and the feeling 
left in the mouth, these features 
naturally form the main theme of 
the advertising; and in a sense 
makes them _ exclusive selling 
points. “The Cool, Clean Klenzo 
Feeling” has been made practically 
a slogan, so much is it iterated in 
the advertising. And the illustra- 
tions carry farther the same idea 
“Glistening, dazzling white teeth 


—white because the enamel has 
been cleaned and _ polished 
smooth— 

“White because the enamel 
freed from every bit of discolora- 
tion and tartar — white because 


Klenzo brings out the marvelous 
beauty of the enamel as nothing 
else can bring it out. 

“Klenzo’s snowy whiteness is 
just one more evidence of its pu- 
rity and refinement — whiteness 
that goes naturally with white 
teeth. 

“By keeping the enamel polished 
white, Klenzo. protects the teeth 
from bacteria and decay. 

“There’s a new sensation in 
store for you with your first tube 
of Klenzo—that cool, clean feel- 
ing that comes after a vigorous 
brushing with Klenzo—that stimu- 
lating sensation of mouth clean- 
liness that refreshes” like a 
shower-bath. 

“Know that Cool, Clean Klenzo 
Feeling. Show that smiling Klenzo 
signal—White Teeth.” 


APPROPRIATE ILLUSTRATIONS TO 
ACCOMPANY TEXT 

Such is the message of the ad- 
vertising copy. Children’s heads 
are used largely for illustration, 
because white teeth and clean 
mouths naturally are associated 
with little ones. Attractive young- 
sters on the familiar orange- 
background compel attention and 

(Continued on page 137) 
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To MANAGERS 0f MECHANICAL PRODUCTION: 





The Spark of Genius 
in a workaday Task 


if “GENIUS demands a capacity 
for taking infinite pains,”’so does the 
setting of advertisements into type. 

Here is no task for the novice. It 
demands the skilled hand of the 
specialist. 

This is behind our bid for your busi- 
ness: we are a group of Specialists in 
advertising typography, versed in its 
intricacies; big enough to give it ade- 
quate attention, not so large as to be 
coldly impersonal. 

Here is intimate, understanding, ex- 
perienced ty pe-service “at yourelbow”’ 
Night and Day. 

Just phone FITzRoy 2719 and a 


principal will call. 
P. J. PERRUSI y N. KWEIT 
Adv Agencies’ Service Co. 
Typographers 


209-219 WEST 381 STREET - NEW YORK 
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ERSISTENT reiteration, like 

the repeated blows of a pile 
driver makes Telephone Directory 
Advertising economical advertising. 
Continuity gets results. 


Your sales message is displayed 
as often as the telephone is used. 
Its circulation — listed in the book 
itself — covers all groups of buyers. 
You reach the right people, at the 
right time, in the right way con- 
stantly. 


Rates for this tenacious advertis- 
ing will convince you of its economy. 
An 80% renewal proves its value. 


A telephone call to Vanderbilt 
Official 60 will bring the details. 


NEW YORK TELEPHONE CO. 
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remembrance. The package de- | 
sign, both tube and carton, often 
illustrated full size, carry farther | 
the thought. The same care was | 
given to designing the container | 
that was given to designing the | 
product. Deep blue background, | 
letters of white, with plenty of 
open space. 

Klenzo started its career with a 
twenty-five cent size investiga- 
tion had proved that to be the 
popular price. Last July a fifty 
cent size was launched; and like 
that of its smaller brother, the 
launching was forceful, striking, 
and successful. A national spe- | 
cial-offer sale was conducted sim- | 
ultaneously by the 8,000 Rexall 
dealers. “Of all the merchandis- 
ing plans we have ever promoted,” | 
says Mr. Murnan, “this was the | 
most striking and the most imme- | 
diately successful.” In full pages 
of national magazines appeared | 
the introduction of the new size | 





with the offer of a cake of Klenzo 
toilet soap free with each fifty- 
cent package of the cream. Both 
were shown full size. The toilet 
soap had been on the market for 
some time; this was its first intro- 
duction to the public in a large 
advertising way. During the week 
of July 2, the period of the special 
sale, an abnormal month’s volume 
was attained and profits were 
multiplied even after all “drive” 
expenses were paid. 

Naturally the scheme _ was 
backed by practically the entire 
group of 8,000 Rexall agents. But 
again there was the usual inten- 
sive work behind the scenes. A 
special display was furnished for 
the window service sold by the 
company to its agents. Fifty of 
the livest dealers were asked how 
they proposed to put over their 
part of the proposition. The ideas | 
they submitted were passed on to | 
the 8,000 dealers. They comprised 
displays, local advertising, bonuses 
to sales clerks, special instructions 
on the selling points of the goods. 
And the sale went over with a | 
smash, 

The question naturally arises, 
did the sales subside after the 
special week? They did not; but 
continued instead about 40 per | 
cent ahead of previous volume, | 


| 
| 
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The 
Automosiist 


Circulation over 


60,000 


Exclusively among 
Automobile Owners 


UR New England 

circulation is larger 
than that of all other 
Automobile magazines 
combined. 


We have a larger circu- 
lation than any other 
Automobile magazine 
published in the United 
States. 


For Rates address 


The 
AutomosiList 


Beacon Building, Boston 


A. H. GREENER, 116 W. 39th St., N. Y. 

A. A. BALDWIN, 14 E. Jackson Blvd., 
Chicago. 

W. C. ORR, 822 Huron-Sixth Bldg., 
Cleveland. 

BERT BUTTERWORTH, 414 Hearst 

Building, Los Angeles. 

305 Crocker Bldg., San Francisco. 


Member Audit Bureau of Circulations 
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both on soap and dentifrice, and 
ques | the percentage has been mounting 
ever since. 
mR ee It is an interesting question this, 


From the Idea 


to the 


Finished Product 


By the Art of 

Lithography 
For your salesmaking 
advertising we offer 
you real cooperation, 
from the roughing of 
the idea through the 
photo-lith or direct 
processes to the fin- 
ished product. 
Allow us to assist you 
on your next direct-by- 
mail advertising. 

Booklets 

Folders 

Inserts 

Catalog Covers 

Hangers 

Counter Displays 

Cartons 

Labels 


KARLE LITHO- 
GRAPHIC COQ. 


Offices and Plant 
ROCHESTER, N. Y. 


NEW YORK BOSTON 
512 Fifth Ave. 7 Water St. 
CHICAGO ST. LOUIS 
130 N. Wells St. Ry. Exchange Bldg. 
PHILADELPHIA 


Fidelity Mutual Bidg. 
BALTIMORE 
112 South St. 





whether dramatic talking points 
are a necessity for a new product 
in a highly competitive field. As 
Mr. Murnan says, they are an ad- 
vantage if any can be found that 
can be legitimately used and are 
likely to remain permanent; but 
the Klenzo experience says they 
are not necessary provided the 
product is one that has real 
merit of the kind that will please 
the majority of the public, who, 
in the last analysis, are the final 
judges of whether any advertising 
campaign or any product is to be 
successful. But find out in ad- 
vance what the decision of those 
judges is to be, and go ahead only 
when you find it an emphatic Yes! 


Cleveland Church Uses Teaser 
Advertising 

“What About Adam, Anyway?” was 
the recent query in a small newspaper 
advertisement in Cleveland. The words 
were superimposed upon a line en- 
graving of an apple and were repeated 
and amplified in larger space the follow- 
ing day. In the second advertisement 
it was disclosed that this was the sub- 
ject of a talk to be delivered on the 
following Sunday morning before the 
Men’s Bible Class of the Baptist Church 
of the Master. Henry Turner Bailey, 
who made the address, is dean of the 
Cleveland School of Art and has just 
been elected to the board of directors 
of the Cleveland Advertising Club. 


Philadelphia Agency Has New 
Account 


The Lawrence Manufacturing Com- 
pany, Lowell, Mass., maker of knit 
underwear, will begin a campaign of 
national advertising in the spring of 
1922. Its advertising account has been 
placed with the Tracy-Parry Company, 
Inc., Philadelphia. Trade papers and 
national magazines will be used. 











Detroit Agency Secures Stove 
Account 


The Detroit Stove Works has_ap- 
pointed Brooke, Smith & French, Inc. 
Detroit, to handle its advertising ac- 
count. This company makes the Jewell 
line of stoves, ranges and furnaces. 
Preparations for the 1922 advertising 
are now being made. 





The Arnold Joerns Company has « 


cured the advertising account of W. 
Auble Motor Company, Durant distribu- 
tors in the Illinois territory. 
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nother 
catalog 


hound in 
INTERLAKEN 








ci 
Printed and bound by 
The Matthews-Northrup Works 
Buffalo, N. Y. 










| 
“Ophthalmic Lenses,” a catalog of | 
the Bausch and Lomb Optical | 
Company of Rochester, N. Y., isa 
5 remarkable piece of sales litera- | 
BAUSCH € LOME OP [aaa ture. Not only is it unique in its | 
comprehensiveness, but in every 

detail it reflects the high standards 

of the Bausch and Lomb organi- | 


zation. It is noteworthy, therefore, 
that the material selected for 3 















_ binding was—INTERLAKEN. 





HERE is a notable significance in the 
fact that the booklets and catalogs 
that are bound in INTERLAKEN Book 
Cloth invariably represent firms that 














enjoy a national reputation for doing things well. 


Our cloth-bound booklet, “Getting Your Book- 
let Across,” will explain, in detail, the economy 
and selling influence of cloth bindings. A copy 
is yours for the asking. 


INTERLAKEN MILLS Providence, R. I. 





Book Clothe stg 
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Shows the Way to 
Successful Marketing 


THs book gets right into the heart of a 


big subject the scientific analysis and 
organization of markets. The author is a 
research engineer of broad experience, and he 
has translated that experience into practical 
how-to-do-it advice MARKET ANALYSIS 
is the first complete—the first authoritative 
work on the principles and practice of scientific 
marketing In preparing it, White was assisted 
by many of the best-known marketing experts 
in the country 4 bock for the market analyst, 
the advertising man and the sales executive. 





340 
pages 
52 charts 
and diagrams 
$3.50 net, postpaid 


CONTENTS—How Market Surveys Are Made 
Securing Data Analyzing Data. Presenting 
the Data. Organizing the Survey. Determin 
ing the Problem The Preliminary Analysis 
The Product to be Marketed. The Company 
The Industry in General. Competition. The 
Company’s Customers The Ultimate Con 
sumer. Nature and Size of Market. Poten 
tialities and Limitations of the Market 
Distribution. Sales and Advertising. Foreign 
Markets Applying the Market Survey to 
Business 


Examine this book for 10 days 
FREE—Just send the coupon! 


McGRAW-HILL BOOK CO., INC., 





Official Position 


370 Seventh Avenue, New York P-.I. 12-1-21 

i You may send me for 10 days’ examina- 
tion White’s MARKET ANALYSIS, $3.50 

1! net, postpaid 

! agree to return the book, postpaid 

1 within 10 days of receipt or remit for it 

i 

. Name 

' 

i 

4 Address 

i 
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Name of Company _ 
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California Citrus Fruits Re- 
turned $83,537,344 


_C. H. Powell, general manager of the 
California Fruit Growers’ Exchange 
reports, that shipments of California 
citrus truits for the year ended October 
31 totaled 60,147 carloads and returned 
$83,537,344 to the growers. The crop 
was the largest in history. Of the total 
48,350 cars were oranges and grapefruit 
and 11,797 lemons. The Exchange han 
dled 72.5 per cent of the crop and dis. 
posed of its yield at sales cost of 7.03 
cents a box, or 1.47 per cent of the 
fruits’ delivered value. In the Opinion 
of the Exchange, one of the largest un- 
developed outlets for oranges and lemons 
lies in the. commercializing of lemon 
and orange juice. Research workers are 
at work perfecting such beverages, 


rhis Hits the Right Spot 

Frank E, Davis Fisn Company 

Gioucester, Mass., Nov. 23, 1921, 
Editor of Printers’ Inx: 

Pardon my slang but, Boy! You're 
there! ; 

I wanted that article about the mer- 
chandising activities of our company for 
: mary special purpose and I wanted it 
vad! 

When I wrote you I remembered that 
it appeared in Printers’ Ink, but so 
long ago that I had forgotten when. 
That you have been able to dig it up 
even though it was five years ago, and 
send it to me so promptly, is what I 
call real service. Many, many thanks 

Frank E. Davis Fisu Company., 
RicHarp W. Freeman. 


Changes in Staff of Indianapo- 
lis “Star” 

L. E. Mowe, long in charge of the 
automobile section of the Indianapolis 
Star, is leaving on December 1 to join 
the New Orleans Times-Picayune in a 
similar capacity. He will be succeeded 
at the Star by Carl Weaver. 

The Star has also added two new 
men to its soliciting staff in Leroy 
Hoppess and R. E. Beach. 


Joins Omaha Agency 


Miss C. Barton Bader, formerly with 
the Meyer-Both Company, Chicago, has 
been made manager of the art depart 
ment of the Charles A, Hall Company, 
Omaha, Neb., advertising agency. 


Albany “Times-Union” Will 
Add Morning Edition 
The Albany, N. Y., Times-Union 


evening six-day newspaper, plans to start 
oF ) ). 7 

publication of a morning and Sunday 

edition in the very near future. 


The Frankfort, Ind., Crescent-News 
will hereafter be represented in the 
national field by Carpenter & Company, 
advertising representatives of New ork, 
Chicago and Kansas City. 
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A New and Better Way to Buy 
Advertising Art 


Getting Contact With ‘‘ The Right Artist at the Right Price’”’ 
Through Art Service Bureau Saves Time and Effort and 
Cuts the Cost of Advertising Illustrations 


Art Service Bureau, INcorPoRATED 
1101 Mallers Building 
Chicago, Illinois. November 25, 1921 
Printers’ INK PuBiisHinc Company, 

185 Madison Avenue, 

New York, N. Y. 

Gentlemen: Thanks for wiring 
me that the Art Service Bu- 
REAU advertisement will appear | 
on page 49 of Printers’ INK 
Montu iy for December. 

I believe that every man in- 
terested in the more efficient 
and economical merchandising 
of illustrations for advertise- 
ments will consider his time 
well employed if he takes up 


his copy of the Monruty and | 


reads this page. 

Art Service Bureau is the 
culmination of an idea devel- 
oped from the experiences of a 
man who has seen several sides 
of the subject; all sides, in fact, 


for he has acted as a buyer of 


advertising art, a seller of illus- 
trations for advertisements 
and as a practical advertising 
man and creator of copy. 

Artists need the physical 
machinery of an organization 
properly to merchandise their 
work and render the utmost in 
service in getting orders from, 
and finished work into, the 
hands of those charged with 
the purchase of illustrations 
for advertisements. 

And this machinery, well 
otled, efficient, prompt, labor- 
saving and cost-cutting, has been 
developed as ART SERVICE 
Bureau, 4 Selling Organiza- 
tion for Free Lance Artists. 


The completed membership 
list of three hundred free lance 
artists embraces the full range 
of technique, quality and cost, 
and covers the entire field of 
advertising illustration work. 

The members pay monthly 
| dues, and thus they support 
their own selling organization. 
Exactly the opposite of the old 
idea—which, art buyers have 
told us, has proven inefficient, 
costly and unsound — that the 
| organization must support the 
artist and pay him a regular 
salary, whether or not he i 
provided with work to do. 

R. James Stuart, General 
Manager, under whose personal 
direction all orders are han- 
| dled, is an artist of national 
reputation,and a painterinoils; 
but it is Mr. Stuart’s technical 
knowledge of the physical ele- 
ments which enter into the 
production of illustrative copy 
| that enables the buyer to issue 
his order and then go home and 
sleep at night. 

We are putting all that con- 
scientious effort and sincerity 
of purpose can avail in render- 
ing a constructive, intelligent 
service to, and provide reason- 
able prices for, buyers of illus- 
trations for advertisements; 
which we believe they need— 
and want. Sincerely, 

Karu Acton. President 
Art ServICcE Bureau, INCORPORATED. 


P. S.—I find this letter states our purpose so 
clearly, and I am so eager to get this message be- 








| 
fore the readers of Printers’ Inx, that I ask 


you to publish it as a paid advertisement, to 
appear December Ist.— K. A. (Advertisement) 


Advertisement 
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An Association 
of Advertised Articles 


which meets every day in the year in many cities 
throughout the United States and advises and 
assists the traveling public in buying standard 
specialties under unusual, but always timely and 
satisfactory circumstances. Please note that four 
of the five words in the heading begin with “A,” 
thus giving the advertised articles a 4-A rating— 


the highest in the world. 


By William C. Freeman 


Of course, you and I know that | 
articles are “things.” We also | 


know that, if they are good, they 
have “life” and do their part in 
the world. However, the statement 
that “AN ASSOCIATION OF 
ADVERTISED ARTICLES” 
meets every day in many cities 
throughout the United States and 
assists the traveling public in buy- 
ing, seems absurd on the face of 
it—but when we consider that the 
most effective kind of advertising 
in these days is that which talks to 
people as though it were a person 
instead of a “thing,” then it does 
not seem so absurd after all. 


The president and directors of 
“AN ASSOCIATION OF AD- 
VERTISED ARTICLES” never 
thought of their service in the light 
of an “Association” or that they 
had started something that is doing 
as much good for advertising as 
the Associated Advertising Clubs 
of the World. I did not know it 





(Advertisement) 


myself until recently, but when the 
officers and directors asked me to 
investigate their service, and then, 
if I thought it good, to tell adver- 
tisers and fellow-workers in the 
advertising business about it, I 
soon discovered that they have 
“AN ASSOCIATION OF AD- 
VERTISED ARTICLES” which 
meets daily and I suggested the 
use of the phrase to identify their 
service—to make it stand out as 
something worthy of a 4-A rating. 


Advertised articles, all alphabeti- 
cally arranged in an attractive 
book, kept in rooms of hetels in 
many cities for the convenience of 
the traveling public (the only book, 
outside of the Bible, allowed to re- 
main permanently in hotel rooms) 
DO CONSTITUTE “AN ASSO- 
CIATION OF ADVERTISED 
ARTICLES” which meets daily 
and advises and assists the public 
in buying specialized articles. 
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You notice I keep on repeating 
the statement “meets daily and ad- 
yises and assists the public in buy- 
ing specialized articles.” I do this 
because I want it to find a perma- 
nent place in the minds of adver- 
tisers and fellow-workers in the 
advertising business. 


If this thought sticks in their 
minds, they will participate in giv- 
ing the traveling public a great 
service and, at the same time, will 
derive profit therefrom. 


Those advertisers and fellow- 
workers in the advertising busi- 
ness who know me or have heard 
of me, classify me as an ardent 
advocate of newspaper advertising, 
because most of my advertising 
career has been identified with 
newspapers—but they also know 
(at least I hope they do) that I am 
open-minded about other advertis- 
ing mediums and methods and that 
I have some common sense, based 
on long experience, in determining 
advertising values. 


“AN ASSOCIATION OF AD- 
VERTISED ARTICLES” appeals 
to me strongly. I see clearly how 
it will benefit a great host of ad- 
vertisers whose products are in 
general use by the traveling public. 
I see clearly, too, that it can also 
benefit another large host of ad- 
vertisers whose transactions with 
the public must be mostly through 
personal contact. 


Another thing that is interesting 
to know is—the officers and direc- 
tors of “AN ASSOCIATION OF 
ADVERTISED ARTICLES” are 
managing it primarily with the 
idea of rendering complete and 
convenient service to hotel guests, 





(Advertisement) 
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which means returning to advertis- 
ers who affiliate with them, a satis- 
factory profit on their participation 
in this complete and convenient 
service. 


In this announcement I am pur- 
posely withholding the name of the 
book, as well as a lot of interesting 
facts that I could tell about “AN 
ASSOCIATION OF ADVER- 
TISED ARTICLES” because I 
want advertisers who manufacture 
specialized articles of general use 
by the traveling public, and adver- 
tising agents who advertise them, 
to write to 


P. S. KAUFMAN 
101 PARK AVE., N. Y. CITY 


for a copy of this book, which 
will be mailed without cost to 
you, or without any obligation 
on your part. All I want is that 
you have the book in your office, 
so you will be able to check up 
my statements in future articles 
about one of the newest and best 
services I have ever come in con- 
tact with. 


I think it is a service just as new 
and just as helpful in many ways 
as was the telephone, when I com- 
menced to use it at its birth—and 
just as new and just as useful as 
was electricity when it first com- 
menced to light my pathway and 
to carry me speedily from place to 
place overhead and underground. 


Will advertisers and fellow- 
workers in the advertising business 
accept my word for it that I am 
putting them in touch with some- 
thing that is a real need, that 
performs a real service and that 
they ought to investigate for their 
own good? 
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Z0,000 Women Buy 
THE TATLER 


The guaranteed net paid circulation of the 
“Tatler”’—“America’s Breeziest Monthly”—is ( 
100,000 copies, monthly, A. B. C. Of this 70% 
or 70,000 are women. Think of it! A group 
of seventy thousand women who not only read 
but who actually buy the “Tatler.” 

Visualize for a moment the vast buying 
power of these women—women in affluent 
circumstances who recognize and demand the 
best that money can buy. 

Translate this buying power into terms of 
women’s merchandise—of lingerie, gowns, 
coats, hats, shoes, stockings, jewelry, toilet ac- 
cessories, gloves, furs—in fact everything that 
women buy. 

It shouldn't take long to convince most direc- 
tors of big business that, if they have anything 
to sell to women, they must 


Tell “em—Thru 


TLER 


Here’s What It Costs: 


A—Full page, 224 
aT $200.00 

Half page, 112 lines. 100.00 

One-quarter page, 56 
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a .-. 50.00 
B—Second Cover . 250.00 
Third Cover 250.00 
Fourth Cover (two 
“ America’s colors) ... 350.00 
. Per agate line rate. .1.00 flat 
Breeziest a 
— (minimum space 14 lines) 
Monthly 
7 i 
THE TATLER PUBLISHING CORP. 
Gotham National Bank Building 
1819 Broadway New York, N. Y. 
WM. MENDELSSOHN WALTER E. COLBY 


Business Manager Editor 




















How Timeliness Makes 
Super-Sales 


Examples That Show There Is Money for the Wholesaler and Retailer 
in Stressing “When” as Well as “How” 


By Lyman Anson 


NE hears a great deal of ad- 

vice on how to do it; far less 
on when. .Yet in salesmanship, at 
least, the “when” is quite as im- 
portant as the “how.” A sense of 
sales timeliness is a sixth sense 
that sometimes injects a touch of 
profitable drama into types. of 
business commonly thought of as 
routine. 

How was it, for example, that 
The Norris, Alister-Ball Com- 
pany, wholesale jewelers with 
headquarters in Chicago and 
branches throughout the country, 
got a bunch of eleventh-hour 
orders that might just as well 
have gone to competitors if—and 
thereby hangs a tale of imagina- 
tion, common sense and timeli- 
ness. 

On the 17th of last December, 
Sidney Y. Ball, president of this 
company, came down to breakfast 
with a brand-new idea. Not a 
very dramatic date, the 17th of 
December. But he remembered 
that just about this far ahead of 
Christmas retail jewelers all over 
the country have a habit of run- 
ning out of one or two lines in 
which they have stocked up too 
lightly for the holiday trade. 

That there must be many more 
dealers in this condition than his 


firm had actual knowledge of 
seemed reasonable to Ball, the 
more he imagined what was 
probably going on behind the 
scenes : 

“Fine chance,” these dealers 


would say to themselves, “of our 
getting any of these odd sizes 
now, with Christmas right on us. 
No wholesaler will bother with 
rag-tag orders at this late date. 
No use trying. Our mistake. We 
ought to have ordered more in 
the first place.” 

He came to the conclusion that 
there must be enough of these 
odd, eleventh-hour needs to pay 


anyone who would make a special 
effort to go after them at this 
particular period in the holiday 
trade. His company, he decided, 
would be the one to bid for this 
little piece of super-business. Per- 
fectly logical, when you think of 
it. Yet so few did think of it. 
Before leaving for the office he 
had dictated the following letter 
over the telephone, and asked that 
5,000 copies be made out at once. 
Here is how the letter ran, ad- 
dressed to 5,000 retail jewelers 
throughout the Middle West: 


“Good morning! 

“Christmas business is fine, isn’t it? 
That’s what they all tell us. What do 
you need special for next week? .. . 
Telegraph us any important require- 
ments, our expense. Or use the Blue 
Book Catalogue. 

“Enclosed envelope is for your order 
which we can ship same day received. 
“Best Christmas wishes, 

“Tue Norris, Atister-Batt Company.” 


These 5,000 letters brought 600 
replies, not one of which but con- 
tained at least one order. The 
offer, based as it was on special 
service, became doubly serviceable 
because it hit the retailers at a 
“timely” time. Nor was that all. 
For, besides the miscellaneous as- 
sortment of orders from old cus- 
tomers, the company made twenty- 
five new retail friends in the trade. 

No matter how conservative a 
type of business one operates, Mr. 
3all believes from his own experi- 
ences that it contains no end of 
chances for super-sales. These 
opportunities are not to be had 
for the asking, but for the think- 
ing. They make up the so-called 
“cream” of the business. 

“Any dealer, wholesaler or re- 
tailer,” he continued, “is eligible 
for this ‘cream’ if he figures out 
the right time for doing what he 
does do. To do so takes a great 
deal of thought; which accounts, 
perhaps, for the fact that so few 
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What Is the Keynote of 
Your Business 


Manufacturing, Finance or Sales ? 


HE International Shoe Company of St. Louis operates 

seven big tanneries cf its own, fourteen subsidiary plants, 
and forty-two shoe factories. It employs in all over 21,000 
people. 


This company believes that the most important factor in its 
business is selling. 


The man behind this big organization is Jackson Johnson, 
Chairman of the Board of Directors. His ideas have shaped 
the policies of the company—and these policies have built 
it from a small jobbing concern to a nation-wide manufac- 
turing and selling organization. 


“Of the three main departments of business, manufacturing, 
finance and sales,” he says, ‘“‘the sales department is the 
most important. In the development of our business the 
sales department has received the greatest amount of con- 
sideration and for many years our sales organization has 
been able to sell more goods than our factories could produce. 
I do not recall that we have ever, because of lack of busi- 
ness, had to close a factory for as much as thirty days in 
any one year since the organization of our company.” 


In an interview he has explained these policies thoroughly, 
has told how they work out and what they have meant to 
the company. An article of particular significance to every 
executive. 


Read 
“Making Selling the 
Keynote of Business” 


in PRINTERS’ INK MONTHLY for December 
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185 Madison Avenue 


Among more than thirty other articles in 


the December MONTHLY are 


“Anti-Advertising Bankers Block Business” 


Festus J. Wade, President of the Mercantile Trust Company 
of St. Louis, believes that advertising is one of the greatest 
assets a company can have. His bank last year spent almost 
$300,000 to back up this belief. It is his opinion that the 
banker who tries to block sane advertising plans is a menace 
not only to business in general but to banking itself. He 
explains his views in a significant article full of many incidents 
illustrative of the value of advertising. 


“The Dangers of Desperate Selling” 


Desperate selling has been the Frankenstein of more than one 
manufacturer. Back to the wall, fighting for sales, some com- 
panies are inaugurating a policy of “anything to get sales” 
which is working them infinite harm. Just what desperate 
selling is, what it is doing to some manufacturers, and the 
remedy for it are told by Roy Dickinson. 


“The Walk-Over Shoe—A Success Built upon Dealer 
Co-operation” 


Few companies in the United States have worked out a finer 
plan for dealer co-operation than has the George E. Keith 
Company. Not very many people outside of the trade can tell 
you who makes the Walk-Over Shoe, but this company’s sales 
ran up into the millions last year. How it has built up its 
almost unique system of helping the dealer, what this system 
is and its possibilities are told by George H. Leach, Vice- 
President of the company, in an interview with Roy Johnson. 


“How the Bell Telephone System Charts Future Growth of 
Cities” 


The Bell Telephone System spends millions of dollars every 
year in making new improvements, and it cannot afford to 
invest that money unwisely. It maintains a department of 
engineers whose purpose it is to chart the growth of the large 
cities of the country. These engineers, by means of a commer- 
cial survey, can tell as accurately as it is possible for anyone to 
tell, how large these cities will be six, twelve or twenty years 
hence. This survey is explained in an article by C. B. Larrabee. 
Authoritative business articles of this kind are winning the 
attention of business and advertising executives who believe 
that they can learn valuable things from the success of others. 
Because these executives realize the importance of PRINTERS’ 
INK MONTHLY, advertisers are getting results from their 
advertisements in this magazine. Forms for January close 
December 15. 


PRINTERS’ INK MONTHLY 


25 cents a copy $2.00 a year 
New York 
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THE SATURDAY BLADE 


AND 


CHICAGO LEDGER == 


South Side 








Boyce Building, 30 North Dearborn St., Chicago. This was the 
second skyscraper in Chicago; was built with profits from the 
Blade and Ledger and planned primarily for publishing and adver- 
tising offices. For years the building housed the W. D. Boyce Co 
offices, many advertising agencies and the foreign representatives 
of every newspaper having a Chicago office at that time. On 
May Ist, 1922, a second Boyce Office Building, also built with re- 
turns from the Saturday Blade and Chicago Ledger, will be ready 
for occupancy at North Dearborn and Illinois Streets, Chicago. 


This building is the second large office 
building to be erected north of the river 
and is surpassed in size only by the 
Wrigley Building. 


























Boyce Bidg., 
North Side Occupying a prominent location in 
the new publishing and advertising 
center, north of the river, this 
building is symbolic of thirty 
years of successful publishing 
and profitable service to ad 
vertisers. 


The W. D. Boyce Co. will 
occupy four floors and two 
basements. Lord & Thomas 
will occupy one floor. The 
remaining floors will be avail 
able for representative con- 
cerns needing large offices. 


Advertising agencies, pub 
lishers’ representatives and 
national advertisers wishing 
to locate in the new advertis 
- ing and publishing district 
will find here space~Suit 
| able for their every need 
} For information, write the 





soe 
“| 


é 


‘i; W.D. BOYCE C0. 


Publisher 
Twelve stories, of modern steel fireproof construction ; THE SATURDAY BLADE 


12,000 square feet to a floor, On a corner, with an and CHICAGO LEDGER 
alley in the rear and open to the north, the building 


will be assured of the best light. LONE SCOUT 
The exterior of the lower two floors of gray Vermont xon_K - 
granite, the upper ten floors being of Adams mixture 500-514 N. Dearbor . 


brick, with light-colored terra cotta trimming. Chicago, Ill. 
Every modern improvement in good practice in the 205 Metropolitan Tower 

construction and operation of office building are incor _— - > - 

porated in the plans of the new Boyce Building. New York City 











twenty-nine years ago—May Ist, 1893—occupied a new home, The 























tern 


pre: 
Bot 
whi 
the 
fig 


nal 
tio! 
par 
dot 


yor 
for 
ret 
yo 














Dec. 1, 1921 


companies consistently go after | 
the ‘cream.’ You don’t always hit. 
it right, of course. But when you 
do, why, you’re there and your 
competitors aren’t.” 

“For example?” 

“Ordinarily,” was the reply, 
after a moment’s thought, “when 
a manufacturer’s representative | 
comes around to a wholesale jew- 
eler to interest him in next year’s 
prices and patterns his ‘reception 
goes something like this: 

“‘Well,’ the representative be- 
gins, ‘here’s what we’re going to 
put out next year.’ 

“And you go over the new pat- 
terns casually, careful not to ex- 
press enthusiasm. 

“‘And here are the new prices.’ 
Both of you know that price is 
where your real interest lies. All 
the time you are unconsciously 
fighting him off. You don’t want 
to encourage him too much. Fi- 
nally the salesman ends with men- 
tion of the advertising his com- 
pany has contracted for. You 
don’t usually pay much attention 
to that either, even when he shows 
you lithographed copies to be used 
for the display advertising of 
retailers. Price! Price! And 
you're wondering how little of 
the stuff you ought to buy. That’s 
the ‘rut’ way of starting the year. 

“But this last time,” the speaker 
went on, “what the Commu- 
nity Silverware representative told 
about his company’s proposed ad- 
vertising stuck in my mind. The 
national advertising, you see, was 
to start on the date on which the 
company released its new patterns 
for distribution to wholesalers like 
ourselves. For the first time, I 
realized the possibilities that lay 
in connecting the manufacturer’s 
advertising simultaneously with 
the stocks we were getting ready 
to sell to retailers. Our effort 
would fall flat, however, unless we 
could hammer the timeliness of 
the connection into the retailers 
themselves.” 

What he did to accomplish this 
was to get out a letter to retail 
jewelers emphasizing the value of 
their being first on the ground in 
showing the new stock, and also 


the advantage to them of making | 
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Where to 
Sell Now! 


Which industries are buying 
actively now? 

Which will offer the best markets 
in 1922? 

Which will offer the greatest sales 
resistance? 


Babson's Reports 


Industries Bulletin “Industries 
Outlook for 1922” gives you the 
plain facts on the present situation 
and shows you what’s ahead for 
each of the 60 leading industries 
of the country during 1922. 

You need not guess—you can see 
what’s coming and govern your- 
self accordingly. 

REPORT ON REQUEST 

A few copies of this Special Report 
are available for distribution to in- 
terested executives gratis. 

If you’d like @ copy tear out the 
MEMO—now—and hand it.to your 
secretary when you dictate the 
morning’s mail. 

Merely Ask for Bulletin ZD55 
Roger W. Babson’s 
Statistical Organization 
Wellesley Hills, 82, Mass. 
(Suburb of Boston) 

The Largest Organization of Its 


Character in the World 











M For Your 
EMO Secretary 
Write Roger W. Babson, founder 
of The Babson Statistical Organi- 
zation, Wellesley, Hills, 82, Mass., 
as follows: Please send copy of 
Bulletin No. ZD55 and Booklet, 
“What's Ahead for Your In- 
dustry ?”’—gratis. 
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BRIDGEPORT SHOWS 


GREATEST GAIN 
IN NEW ENGLAND 


According to the November issue 
of the Industrial Employment 
Survey Bulletin, published by 
the U. 8S. Department of Labor, 
Bridgeport showed a gain in em- 
ployment of 8.3 per cent during 
October. This was the greatest 
gain made by any New England 
city during that period. 


If you want to sell goods in this 
market put your sales message in 


The Post-Telegram 


The Only A. B. C. Newspapers in 
BRIDGEPORT, CONN. 




















Alteration 
In Records and Stencils 


The Fred C. Williams Agency 
136 Liberty Street, New York 


which was taken over a year 
ago bythe present staff headed 
by H. Hayward Thresher will 
continue with no change in 
principals, executive personnel 
or present address. 
Modification in the firm name 
only is made, the responsibili- 
ties and obligations continuing 
the same. 


Please alter records and stencils to read: 





Continsing 
Fred.CWilliamsAgency, 
Founded 3 


H. Hayward Thresher K. V. Hall 
J. S. Cuneo P. W. Marshburn 
N. M. Stevenson 
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timely use of the national adver. 
tising. In part the letter ran: 


“‘We thought you would like to be the 
dealer to introduce the new ‘Grosvenor’ 
pattern Community silver plate to the 
people of your town. Remembering the 
great success and the continuous de. 
mand for Patrician, Sheraton and Adam 
patterns, and considering the remark. 
able art publicity the Oneida people 
have arranged for the ‘Grosvenor’ in 
national magazines and newspapers, this 
new pattern is sure to be the largest 
success of them all. 

“You will like the ‘Grosvenor’ pat. 
tern. It is most attractive, with grace 
and individuality sure to win the favor 
of your customers. The first dealer to 
show the ‘Grosvenor’ and have stock 
available for delivery, will reap all the 
benefits of the advertising.” 


A more detailed explanation of 
just what the advertising was to 
be like, and its broad scope fol- 
lowed. Then the letter went on: 


“What a wonderful opportunity for 
a ‘Grosvenor’ window display! 

“So we're shipping you FIRST by 
prepaid express, the introductory ‘Gros- 
venor’ De Luxe 26-piece chest, together 
with ten separate service plates on indi- 
vidual pads with price marks—package 
contains a handsome display card an- 
nouncing the ‘First Showing of the 
New_ Grosvenor.’ 

“Here’s where the live Blue Book 
Stores score first—and here’s a couple 
of suggestions ‘how,’ in connection with 
your exclusive window display: 

“1. Send a personal letter to every 
girl in your town whose engagement 
has been announced, inviting her to 
come in and inspect the new pattern, 
bring her folks along, etc. 

“2. Obtain a list of your local read- 
ers of the Ladies’ Home Journal and 
Saturday Evening Post from the dis- 
tributing agent, and send each sub- 
scriber a letter calling attention to the 
announcement of the new ‘Grosvenor’ 
pave and advising that you already 
ave it on display. 

“3. Best of all—devote your news- 
paper advertising the next week or two 
to the new ‘Grosvenor’—say you have 
it in stock, etc. 

“Our Chicago headquarters and all 
branch offices are stocked with complete 
lines of ‘Grosvenor’ flatware and service 
pieces, so that if you land a large sale 
we can supply everything needed im- 
mediately, shipping same day your order 
arrives. 

“Once more, a live proposition for the 
livest_people in the jewelry business— 
The Blue Book Stores. 

“Go to it, and good luck!” 


That’s the letter they sent out. 
Then they had to back it up. 

“Our job,” said Ball, “boiled 
down to being the first wholesaler 
—not the second or third—to: get 
the new goods into the hands of 
the retailers. If we couldn’t be 
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1 Page Ad 


PULLED 


INQUIRIES CARS AND 
FOR 30 BUSSES 


We have the evidence in a letter 
from the Sandow Motor Truck 
Company, who received these in- 
quiries. 

Another advertiser writes, “Results 
have exceeded expectations.” 


REACHES A WONDERFUL 
BUYING FIELD 


Over 6000 Fleet Owners and Exec- 
utives. 

25 Pages of Advertising in last issue 
and still growing. 

A Result-Getter in the Automotive 
Field. 

Every subscriber a potential buyer 
in a Five Hundred Million Dollar 
Market. 

A New Field—constantly expanding 


THE LATEST DEVELOPMENT 
IN TRANSPORTATION 


Take advantage of this paying 
medium for your clients. 


National Taxicab & 


Motorbus Journal 
122 Ann Street CHICAGO 
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Some 


Zenith Carburetor Co 
Humphrey . as 
Periodical Publishing ¢ 
Bay State Milling Co 
Brazilla Co 2 
La Crosse Clothing Co 


National Carbon Co 

Argus Mfg. Co.... 

Fritzsche Brothers, Inc. 

Gaw-O'’Hara Envelope Co 

American Crayon Co ‘ 

Sill Stove Works.. 

Dague Business College 

A. C. Gilbert Co.. rj 

Millwood-Brackett Co., Inc 

Electric Smelting & 
num Co. ... 

H. B. Glover Co.. 

The Massey Hdw. Co 

Seamans & Cobb Co 

Simonds Mfg. Co.. 

Wiley-Bickford-Sweet C« 

Bemis Bro. Bag Co 

Southwest Cracker Co 

Huntington Rubber Mills 

Davol Rubber Co.. 

Fisk Rubber Co 

Wilmort Mfg. Co. 

Pacific Desk Co 

The Denney Tag Co., Inc 

Index Visible, Inc 

The Mennen Company 

The H. Black ¢ 

Central City Chemical Co.. 

Richmond Hosiery Mills. . 

Globe Gazette Printing Co 


The Bristol Co.... 





Duluth Paper & Stationery Co. 
Roundy, Peckham & Dexter Co. 
Sunbeam Domestic Appliance 

Co eee 


Bridge & Beach Mfg. Co. 


Alumi 


National X-Ray Reflector Co.. 


The Fireproof Products Co.. 
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Advance Purchasers 
of Salesman’s Data Book 
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A Christmas Gift for 
Men Who Sell 


VER since salesmanship was perfected 

salesmen have been wishing for a 

vest-pocket reference book in which 
they could keep a record of appointments 
and call-backs, a place where they could 
compare one month’s sales with another, 
income and expense account for tax pur. 
poses together with useful data such as 
tables of selling prices, equivalent dis. 
counts, etc. Now for the FIRST time a book 
of this kind is being brought out by The 
Dartnell Corporation and will be called: 


Salesman’s Data Book 
and Personal Sales Record for 1922 


Orders are now being taken for quantities con- 
taining specially printed fly pages, sections, foot 
notes, and other matter. The regular edition 
will contain the following data needed in the 
everyday work of a salesman: 


Selling Pointers: Pithy para- 
graphs by notably successful 
salesmen like Norval Haw- 
kins of the General Motors 
Co., Saunders Norvell of 
McKesson & Robbins; Jack 
Jones of Alexander Hamil 
ton Institute; and others. 


Legal Points which have s 
bearing on a salesman’s 
work and which he should 
have at hand for reference 
when needed. 


Tables of Selling Prices, 
Equivalent Discounts, In- 
terest, etc., together with 
brief information giving 
short cuts which a sale- 
man can use in working out 
mathematical problems re- 
lating to his sales work 


Facts About Citles: Trading 
population as estimated by 
city clerks of 300 leading 
cities, together with name 
of best commercial hotel, 
number of rooms in the 
hotel, and population accord 
ing to 1920 census 


Credit Essentials: Tabula- 
tion of vital points = a 
salesman should keep before 
Appointments & Call-Backs him when looking into the 
arranged by weeks and financial responsibility of 
months so that a salesman an old or new customer. 
will have an automatic check 
on himself. At the foot of 
each page IN RED is an 
appropriate quotation from 
letters of leading sales 
managers to their salesmen. 


Personal Income & Expense 
Record arranged for a sales 
man’s use in connection with 
making up his income tat 
page for every month 
Comparative Sales Record 
ruled and arranged so that The book also contains 4 
a salesman may keep a section for memoranda, ad 
record of his sales. classi- dresses, postal information 
fled by items, over a four parcel post rates to different 
year period for each month zones, beoks for salesmen 
in the year. Shows whether automobile information, tire 
he is improving or back record, identification page 
sliding. and other useful material 
Vest-pocket size—128 pages—Printed in tro colors—Ledge 
Binding—Bound in embossed keratol, leather, mission end 
gold finish—-a book any salesman will be proud to carry 


Prices $1.25 each; $12.00 a dozen; $85 a hundred 
(Lettering salesman’s name in gold, 25¢ per book extra) 


THE DARTNELL CORPORATION 


Publishers “Sales Management’”’ Magazine -Dartnell 
Sales Service—The Hardware Salesman—Manuals 
for Salesmen—Reports—Bulletins, etc. 


Dartnell Bldg., 1805 Leland Ave., CHICAGO 
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the first to do this, we would be 
in no better position than our 
competitors in the wholesale trade. 
We could hardly hope for super- 
sales. 

“But to be first meant careful 
preparation, so that the ‘Grosve- 
nor pattern, as it came to us trom 
the manufacturer, would go out 
again post haste to the retailers. 


PRINTERS’ 


“When the day arrived you may | 


be sure the stock suffered no de- 
lay with us. Addresses and ship- 
ping facilities had been looked 
after long beforehand. As a re- 


sult the retailers had the goods on | 


display almost as soon as though 
they had been shipped to them 
direct from the factory. 

“So our dealers were really first 
in the field, making their sales ef- 
forts many times more effective 
because they took advantage of 
the national advertising appearing 
for the first time at that precise 
moment. 

“This flying start resulted in a 
turnover for us of $25,000—surely 
enough to pay for taking the 
trouble and thought to do a thing 
at the most effective time. Nor 


was the drive a mere ‘flash in the | 
pan,’ for that department in our | 


business is the only one today 
that is ahead of last year’s record.” 

But it isn’t always the boss who 
gets the timely ideas in selling. 
Sometimes an individual in the 
field has this sixth sense sticking 
out all over him. Such was the 
salesman Mr. Ball told me about 
who sold $2,000 worth of clocks in 
a Southern town that hadn’t taken 
jewelry seriously for years. Yet 


the only value of this man’s idea 


was its timeliness. 

Some months ago when prices 
were changing daily, this salesman 
heard that one manufacturer of 
silver plate had taken the bold 
step of guaranteeing his prices 
until January 1. The powerful 
sales argument this would give 
appealed to him at once. Any 
salesman who could guarantee a 
Price at that time would stand out 
from the crowd. The trouble was 
that in this Southern town where 
this salesman was working, the 
goods with price guaranteed were 
not of a popular brand. 
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The Atlanta Journal 


Atlanta, Ga. 
A. B.C. AUDIT for year ending June 30, 
1921, shows PAID circulation to be 
Daily ... . 58,162 
Sunday .. . 80,241 


Last quarter of the audit year shows 


Daily ... . 60,408 
Sunday . . . 82,833 


No premiums are used; no reduced rates 
are offered. 


Advertising in The 
Journal Sells the Goods 








Underwear 


Hosiery 
Review 


New York 











Could You 
Use More 
Sales ? 


The writer of this advertise- 
ment has for several years 
been participating in the suc- 
cessful sale and distribution of 
millions of dollars’ worth of 
merchandise to jobbers and 
retailers of the middle west. 
The completion of this work 
leaves him open for a new 
business connection. 


He now seeks a new opportu- 
nity to apply himself to the 
sale and merchandising of 
some good standard commod- 
ity or specialty that should 
respond to intelligent and 
vigorous representation in the 
drug, grocery, or hardware 
trade. He is also well quali- 
fied to manage chain stores. 


His last position included the 
organization of nearly 600 
people. He was responsible 
for the direction of the whole- 
sale and retail salesmen, the 
management of a large mail 
order department, and _ the 
overseeing of the accounting 
and office personnel. Records 
showing how these activities 
were successfully conducted 
will be submitted upon request. 


Present size or location of 

business, or available titles, 

would mean but little pro- 

vided there is opportunity for 

mutual success and profit. 
JOSEPH J. WATSON 
Care of Printers’ Ink 

833 Peoples Gas Building 

Chicago 











The above appeared as a full-page advertise- 
ment, on page 179, in the November 24th issue 
of Printers’ Ink 
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Most men would have called it 
just another piece of their own 
bad luck and gone ahead with 
their plodding in the same old 
way. But this man couldn’t shake 
that price-guarantee idea out of 
his head. He wired back to his 
chief asking whether there wasn’t 
some other line that they carried 
in which the manufacturer could 
be coaxed, honeyed, or brow- 
beaten into guaranteeing his prices 
until January Ist. 

There was. Then this salesman 
started out after top-notch busi- 
ness armed with the telegram just 
received that gave him such a lev- 
erage over his competitors, He 
was there on the job with a guar- 
antee. The others weren’t. Three 
days later he had sold $2,000 worth 
of clocks. 


A CONTEST IMPRESSES TIMELINESS 
ON THE RETAILER 


Timeliness is a part of most 
sales contests. From his own ex- 
periences, however, Mr. Ball has 
little use for contests among one’s 
own salesmen. There are always a 
few who are bound to take the 
prizes, leaving the greater number 
dissatisfied. But his company has 
had real success with contests in- 
volving timeliness among its cus- 
tomers. 

One of these races in particular 
brings out the point. Those who 
participated got a new sense of 
the value of timeliness in business. 

Some years ago the manufac- 
turers of the Howard watch 
planned to bring out a new model. 
National advertising was con- 
tracted for and a date set on 
which the new model was to be 
released to wholesale dealers. 
Then it was strictly “up to the 


| wholesalers.” 


Knowing the proverb of the 
early bird, Mr. Ball’s company de- 
cided on a contest among retailers 
that would put the new watch 
“over the line” while other whole- 
salers were jockeying for a start. 

The contest hinged on this pomt 
—What retail dealer would sell 
his first watch of the new model 
in the shortest space of time after 
receiving it from the wholesaler? 

It was a contest in speed 0 
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Our Gift for the New Year 


Advertising Rates Reduced! 


Believing that the advertisers of the country are 
entitled to share in the benefits derived from lower 
operating costs and lower prices for print paper, 
The Capper Farm Press announces a radical reduc- 
tion in its lineage rate of $1 a line, effective Jan- 
uary 1, 1922. 


The new rate is $6.50 a line, with 1,800,000 sub- 
scribers guaranteed. The milline rate, based on this 
guaranteed circulation, is $5.51, which makes The 
Capper Farm Press, already recognized as the best 
buy in the national farm paper field, still greater in 
value to the advertiser and agency. 


Sweeping reductions on the individual state sec- 
tions also are announced, also effective Jan. 1, 1922. 
They follow: 


Circulation New 
Guaranteed Rate 


Kansas Farmer and Mail & Breeze. 120,000 $0.80 


INI Tn ea 150,000 1.00 
Oklahoma Farmer ............... 120,000 80 
Nebraska Farm Journal........... 90,000 .60 
RR een 700,000 4.00 
THE CAPPER FARM PRESS 

a ee 1,180,000 6.50 


The Capper Farm Press is NOT reducing its high 
editorial quality, nor the measure already overflow- 
ing of grass-root service to its subscribers. The 
same high standard of merchandising and research 
service will be cheerfully given to advertisers and 
agencies. 


THAT’S OUR NEW YEAR GIFT TO YOU 


The Capper Farm Press 


Topeka, Kansas 


ArtTHuUR CAPPER Marco Morrow 


Publisher Asso. Publisher 
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A Logical Market Vee r¢ ' 








For Your Products 


Northwestern farmers are business farmers and 
can be reached just as other business men can be 
reached—by advertising in the papers they read. 


Northwestern farmers are buyers of everything 
used on farms and in farm homes, and their require- 
ments cover practically the entire range of manu- 
factured products. 


THE DAKOTA FARMER 
Aberdeen, S. D. 


Serves “THE DAKOTA FARMER EMPIRE’’—the 
Dakotas and Montana. Exclusive in its field, The Dakota 
Farmer is one of the outstanding farm papers of the 
country and is an advertising medium of proven worth. 


NORTHWEST FARMSTEAD 


Minneapolis, Minn. 


Serves the Minneapolis - St. Paul - Duluth Wholesale 
Trade Territory, with the bulk of its circulation in Minne- 
sota. Its intimate knowledge of northwestern farming, 
marketing and economic problems, together with its 
aggressive—yvet sane—editorial leadership has firmly in- 
trenched Northwest Farmstead in the regard of its read- 
ers and of the general public in the territory it serves. 
The editorial content of the paper refiects-the class of its 
readers. 

* * * 


Both papers are under the editorial and business 
direction of W. C. Allen. 


* * * 


There is boundless opportunity for trade expansion 
in the Northwest—where farming is the dominant industry 
and where farmers and their families do the heavy buy- 
ing. We know our territory, its needs and possibilities— 
Can We Serve You? 


H. H. Allen, Advertising Director 


Minneapolis, Minn. 


Minneapolis Office Chicago Office 
6th Floor Oneida Building 64 W. Randolph Street 
I. H. Graves, Mer. A. E. Larson, Mgr. 


Dakota Farmer Building, Aberdeen Office, C. H. Cocking, Mer. 


NOTE---Our Mr. A. H. Blomberg will be in New York and vicinity most 
December. We will be glad to have him call on anyone who may be interested. 
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turnover. The first prize was $20, 
the second and third $10 each, 
the fourth and fifth each $5. Rules 
were explained thoroughly to the 
retailer contestants, who received 
return postcards for their conve- 
nience in reporting times of re- 
ceipt and sale of the first watch. 

The day after The Norris, 
Allister-Ball Company released its 
stocks these contest reports began 
pouring in. The first, dated Au- 
gust 18, tells the story of a watch 
unpacked at 11:15 in the fore- 
noon and sold fifteen minutes 
later. For a while this dealer 
looked like a winner. 

Then along came a card from 
Spencer, Iowa, where a dealer had 
been able to make his first sale ten 
minutes after getting hold of the 
stock. All records were broken, 
however, by the Blackfoot, Idaho, 
jeweler who wrote on his card: 


“IMMEDIATELY! O. V. 
Fisher, Blackfoot, was in the 
store when I opened package 
and bought same on sight.” 


“We couldn’t find anyone to | 


beat that,” said Ball, “Though 
the first prize went to Blackfoot, 


Idaho, every jeweler in the coun- | 


try to whom we rushed the new 
model benefited through the speed 
of the transaction. And _ that 
meant extra business for us.” 

Sales experiences like these 
show that there is money in time- 
liness, 

I have’ been talking about jew- 
elry and the sort of thing one 
persistent executive with a timely 
imagination is accomplishing in a 
“dull” line. But if super-selling 
Is practical in the jewelry busi- 
hess, will it not pay every man 
whose job is selling to take an 
inventory of himself? 

It may be that he’ll discover a 
perfectly good sense of sales time- 
liness that needs only developing; 
a sixth sense that he didn’t know 
he had before. 


, The West-Made Desk Company of 
Portland, manufacturer of ‘“West-Made 
the 50 Year Desk,” has placed its account 
with the Botsford-Constantine Co., Inc., 
advertising agency of Portland, in mar- 
keting its line of office desks throughout 
the Pacific Coast territory. 
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ADMAN’S 
HANDBOOK 


on TYPE 


Our new book of type shows 50 
modern faces, many examples of forcefully 
set ads, and is full of information for copy 
writers, advertisers and business executives. 

This 112-page book contains a Type Esti- 
mating Chart that will enable you to use the 
exact size type to fit any space. This feature 
alone will be worth many dollars to you. 


$ 4 00 


With this book 
(pocket size, 112 
Pages) you can 
make type do 


Just what you 
want — in concise 
form. Funda- 
mentals of good 
form in compo- just what you 
sition are fully want it to — the 
explained. very first time. 


Yours for $1, prepaid. Dollar back if you 
will part with the book. ‘Ten days’ approval. 
Mail dollar bill to— 

ARKIN ADVERTISERS SERVICE 

Typogr. Ss - Artists 
422.C South Wabash Ave., Chicago 
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An Advertising Agency 


Of National Reputation and 
Organization Is Looking 
For a Sales Representative. 


This agency represents some of 
the largest accounts in the adver- 
tising field. It is a member of the 
4 A’s, the Outdoor Advertising 
Bureau, and has enjoyed for ten 
years the highest credit standing 
and the general recognition of 
publishers. 

Its heads are men of national 
reputation as advertising men, 
merchandisers, and sales counsel 
in many fields. 

It is expanding its Eastern or- 
ganization. 

It wants a Sales Representative 
in the East. He must have had 
some successful experience in sell- 
ing advertising service in the East, 
be favorably known to advertis- 
ers, either as an agency represen- 
tative, “contact” man, sales man- 
ager, or an advertising manager of 
a successful business. 

A man who can represent as 
well as sell the personnel and or- 
ganization ideals of this agency is 
the man wanted. The man must 
be a cooperator—an organization 
man—who can intelligently discuss 
sales, advertising, and marketing 
problems. 

The man who has had the ele- 
ments of a broad business training 
—who knows how to handle men 
—how to plan and develop cooper- 
ative effort, can find a big future 
with this organization. 

His compensation will depend 
on his ability to produce. He must 
be willing to take some chance on 
himself to begin with, or have 
demonstrated his business getting 
ability in the agency field. 

This man, when he writes, will 
send a complete story of his work 
—what he wants—why he wants 
it—and what he thinks he can pro- 
duce, and the evidence on which 
he bases his faith. No interviews 
until that is done. “Friends who 


know a man” will please save their 
time and ours. 

All applications will be treated 
as confidential. 
Address ‘‘C. J.,’’ Box 266, Printers’ Ink. 
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Wholesaler and 
Plumbers Advertise 
Co-operatively 


WHOLESALER of plumb- 
ing and heating supplies in 
Indianapolis, August Buschmann 
& Sons, Inc., has worked out a 
plan for financing its retailers, 
generally plumbers, who sell +o 


customers on a deferred payment 
basis. 

The plumbers who accept this 
plan become advertisers. About 
seventy plumbers have accepted. 
A regular campaign in which 
double-page space is being used 
has been started. These double- 
page spreads have one or two 
messages in large space and bear 
the announcements of the many 
co-operating plumbers. 

The large space messages have 
so far been given over to the pro- 
motion of the giving of plumbing 
for Christmas, and an explanation 
of the deferred payment plan. 

The Buschmann company in ex- 
plaining the plan, shows how far 
it is willing to help the plumbers 
in addition to financing them. In 
one advertisement it said: 

“Arrangements can now be 
made with practically every re- 
sponsible plumber in the city to in- 
stall anything you may need in 
the way of plumbing, which may 
be paid for by a deferred pay- 
ment plan devised by August 
Buschmann & Sons. 

“Although we are wholesalers 
and sell only to plumbers, yet we 
will be glad to have you visit our 
showrooms, where you can choose 
from a wide selection of bath 
tubs, lavatories, closets, sinks, hot 
water heaters, steam or hot water 
heating plants, etc. After selec- 
tion is made you are to engage 
your own plumber and arrange 
with him to do the work on our 
payment plan. For further de- 
tails call on or phone.” 


Advertising Women Plan 
Costume Dance 


The League of Advertising Women, 


New York, will hold a costume dance 
at the Cafe des Artistes, 
ber 10. 


on Decem- 
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After January 1, 1922 


the name of 


Chartered Advertising 
Corporation 


52 Vanderbilt Avenue, New York 


will be changed to 


Hewitt, Gannon & Co. 


( Incorporated) 


Telephone, Murray Hill 8850 
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Printers’ Ink Weekly Circulation Report 























































































































CURRENT SIX MONTHS | ONE YEAR 
WEEK AGO AGO 
November 10, 1921 
EL SCE LD AIA EE OTR 
i its 29,500 19,300 18,300 
Edition ere: ee 
Ren 19,300 19,317 18,354 
119 
New Subscriptions Received - in 
NOTIN scsi sisimnasipaibiiniadietditahiaianeideaealibainiapainiade 15 
104 
I) a a: Pe 
ta 0 caicmscnieenienineietns nes ae 
196 
Renewal Subscriptions Received a 
(Prior to expiration 150 after expiration 46 ) s 
(a) 6 mos — 
19. 
(b) 1 ye. Tndhes 
Sill I cunniainacinsienatentmnaniaianes pein 
42 
Net Paid Gain. nn _ 
an aa “a 
660 
Total Paid-in-Advance Sub ip — x 15, 15 545 149% 
N. de Sales. 2,619 2,527 2,242 
2,280 2,200 1,935 
(a) American News (net sales) “2 : : 
(b) Direct Out of Town (net sales) = ss? a 
473 439 497 
Voucher Copies Mailed to Ad 
17! 1 
Uncut Copies for Bound Volumes ad 3% 78 
Compl: , - 
Sungles 18 
16 
(a) rR A 
(b) Unreq d 
64 
Office Sales—Current————_... on 
Changes of Address -__-___ = 4 
SL : 
Back Numbers on Subscriptions 
60 
Service a 
93 
Miscellaneous Office Use 
097 
Total Number of Copies Printed Since January | wae 
19,135 19,123 17,869 





Average Edition from January | to Date ” 














Sides Zrsctin 
CORI TION MANAGER 


‘hot WE, Trork 





sRFrmrnea saeaeeaen « 


oo paw 


—— 72a 


| 











American Engineering Societies. 





Dec. 1, 1921 





The Status of Catalogue 
Standardization 


Tue PurcuastnG AGent Company, Inc. 
PUBLISHERS 
“Tue Purcuasinc AGENT” 
New York, Nov. 22, 1921. 
Editor of Printers’ Inx: 

In your issue of November 10, 
under the caption “Standardization of 
Direct Mail Sizes Suggested,” you quote 
from an address delivered by J. 
McQuiston, of the Westinghouse Elec- 
tric & Mfg. Company, as follows: 

“We all know that the National Pur- 
chasing Agents’ Association has done 
some work toward _ standardization. 
Some years ago they adopted some 
standards, but a short time afterward 
they changed to other standards. This, 
it seems to me, had the effect of dis- 
couraging standardization on the part 
of many.” 

In that statement Mr. McQuiston is 
in error, and, unwittingly, I am sure, 
is unjust to the National Associatien 
of Purchasing Agents in implying that 
the policy of that organization on cata- 
logue standardization has been vacillat- 
ing. The only catalogue standard 
advocated by that association has been 
and is 7%x10% inches. Other sizes 
were naturally considered in the deliber 
ations leading up to the final report of 
the Standardization Committee of the 
association, but the consideration and 
mention of varying sizes comprised 
merely a preliminary phase in the in- 
vestigative work of the aforesaid 
Standardization Committee and indicates 
the thoroughness with which that com- 
mittee conducted its research before 
making its definite recommendations. 

In the same address, Mr. McQuiston 
is quoted as suggesting that the Direct 
Mail Advertising Association start “‘de 
finite work toward standardization” (of 
catalogue matter). A number of na- 
tional organizations are suggested as 
worthy of participation in the suggested 
conference, but the name of the Na- 
tional Association of Purchasing Agents 
is conspicuously absent in the recom- 
mendations. 

A conference such as suggested by 
Mr. McQuiston would be essentially a 
duplication of the original conference 
called by the National Association of 
Purchasing Agents with this important 
distinction—the suggested conference 
would scarcely be as representative as 
was the one actually held. 

That statement is made advisedly. It 
is supported by the printed report of 
the Committee on the Elimination of 
Waste in Industry of the Federated 
In that 
“a meeting held in 
Chicago on May 22, 1918, under the 
auspices of the National Association 
of Purchasing Agents, is probably the 
most representative meeting to consider 
this subject (of catalogue standards) 
ever held.” 

In the summary of recommendations 
contained in the same report is the 
following: “That the printing and allied 
trades, including the National Associa- 
tion of Purchasing Agents, in joint 
action: (a) Develop and adhere to co- 
ordinated standards for printing prod- 


report it is stated 
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EL ESPECTADOR 


Bogota, Colombia, S. A. 


1. Circulates in 60% of the 1,200 
cities and towns of the country. 


bh 


Reaches plain and_ refined 


people. 

3. Has service bureau which fur- 
nishes information in regard 
to sales.of particular products. 
Gives lists of dealers and im- 
porters of Colombia, etc. 


4. Colombia, where it is published, 
buys $100,000,000 worth of 
Merchandise from American 
manufacturers, yearly. Pur- 
chases in 1920 reached $101,- 
395,905. 

Government statements declare 
EL ESPECTADOR the big- 
gest and leading Colombian 
newspaper. 


wn 


Communicate with: 


U. S. Bureau of “El Espectador” 
377 Broadway, New York City 





The recently consolidated 
Portland Press-Herald needs 


A Managing Editor 
An Advertising Manager 


BOTH must be live young 
men, good habits, clean 
records, hard workers, men 
whose personality and per- 
formances justify us in giv- 
ing them what we believe is 
one of the greatest oppor- 
tunities in the East. 

Write us about yourself, 
giving us details as to your 
habits, experience, ambi- 
tions—the whole thing. 

Please address reply to 


GUY P. GANNETT 
Augusta, Maine 
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WANTED 
$25,000 
Plus 
A BIG MAN 


One of our clients manufactur- 
ing a drink concentrate of uni- 
versal demand with a big margin 
of profit, offers a substantial 
working interest in their busi- 
ness to a successful executive 
or sales manager able to invest 
around $25,000 or to an in- 
vestor without active service. 
This propesition will stand the 
most rigid investigation and of- 
fers a “once-in-a-lifetime” op- 
portunity to the right man. Im- 
mediate action ‘necessary. 


WELLS-OLLENDORF COMPANY 
Advertising 


Tribune Bldg. Chicago 























OMEWHERE there 

is a man who knows 
printing and knows what 
printing can do. He must 
be able to plan complete 
direct-by-mail campaigns, 
not only to sell printing, 
but also to sell goods. He 
must be a good writer of 
copy—know something 
about art work and be 
able to edit a small House 
Organ. 


To such a man, an old- 
established printery offers 
a good salary and a share 
in the business. Write to 


“EF, N.,” Box 276, 
Printers’ Ink 


care of 
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ucts, materials and machine equipment, 
(b) Conduct a_ publicity campaign for 
the education of the buyers of printing 
as to what the standards affecting them 
are, and the advantages to them in their 
use.’ 

These recommendations are merely 
reiterative of the work which the Na 
tional Association has been doing and 
is now doing to bring about catalogue 
standardization. 

It is only fair to state that the con 
ference which was called by the Na 
tional Association of Purchasing Agents 
failed to agree on a single size for 
catalogue standards, and consequently 
advocated three sizes, #. e., 6x9, 
7%x10%, and 8x11. From these recom- 
mendations the National Association of 
Purchasing Agents selected the _inter- 
mediate size as the one best adapted, 
for a variety of reasons, to complete 
standardization of catalogue matter in 
tended for the use of purchasing agents 
Tue Purcuasinc AGent Company, Inc., 

L. F. Borrey, 
Editor. 


Oakland Agency Has New 
Accounts 


The account of Stephens & Company, 
investment house, San Francisco, Oak 
land, Los Angeles, and San Diego, has 
been placed with the K. L. Hamman 
Advertising Agency, Oakland, Cal 
Newspaper space is being used in each 
of the cities named. 

The same agency, has secured the 
accounts of the Contra Costa County 
Bank, Pittsburg, Cal., and of the Santa 
Rosa, Cal., branch of the Central Bank 
of Vallejo. 


Furnace Plants Advertised by 
Indianapolis Bank 


Indianapolis as a centre of the furnace 
manufacturing industry is advertised by 
the Fletcher American National Bank, 
of that city, in a current newspaper 
campaign. The bank advertises itself 
and its belief in Indianapolis business 
by advertising the broad distribution of 
Indianapolis furnaces and the amount 
of material that goes into their manu- 
facture. 


Chain of Shoe Stores for 

West Virginia 

A chain of twenty boot, shoe and 

hosiery stores to operate in West Vir- 

gin! a has been organized in Huntington, 

Va., by men of that city. The first 

aia of the group will open in Hunt- 
ington about January 1, 1922. 


Clearmont, Florida, 
Advertise Itself 


Citizens of Clearmont, Fla., have 
launched a campaign, backed by the 
Clearmont board of trade, to raise $10,- 
000 with which to finance advertising of 
Clearmont and the adjacent territory to 
tourists. 


Will 
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The Standard Paper for Business Stationery 






OLD and unfold a sheet 
of Old Hampshire Bond. 
Notice how it stands up. Tear 
a sheet, and observe its tough 
fibre, its strength. 

The difference between Old 
Hampshire Bond and inferior 
business papers is apparent, 
however, without such tests. 

Its clean, smooth, crisp sur- 
face fairly radiates quality. To 
print your letterheads on it is 
to convey an impression of 
character and dignity to every- 
one who sees your letters. 

Send for our new Book of 
Samples. 


Hampshire Paper Company 
South Hadley Falls, Mass. 





" 
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Advertising 
manager 


A plain straightforward busi- 
ness man with the ability to 
get things done. 


Experienced as copy writer 
with two of the largest and 
most prominent national agen- 
cies: advertising manager with 
one of the substantial compa- 
nies in the automotive field— 
wants to connect with manu- 
facturer. 


Has served in Army and attended 


a leading eastern university” 
Highest Chicago and Detroit ref 
erences; willing to reside any 
where; available now. Address 
“A.N.,” BOX 271, PRINTERS’ 
INK, 833 PEOPLES GAS 
BLDG., CHICAGO. 


ADVERTISING EXECUTIVE 
WANTED 


We want a middle-aged, expe- 
rienced man to take charge of 
our Advertising, weekly Sales 
Bulletin and Publicity Depart- 
ments. 

Advertisements and bulletin 
must contain human-interest 
and inspirational subject-matter 
—as an aid to salesmen in the 
sale of Securities. 

He must be 2 man with origi- 
nal ideas and ingenuity, collect 
data, and keep up logical enthu- 
siasm in the upbuilding of our 
Sales organization. 

State experience, age, married 
or single, salary wanted and 
give references. Correspondence 
confidential. 

Address “B. M.,” Box 264, 
care Printers’ Ink. 
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“Printers’ Ink” Readers to 
the Rescue 


_On page 68 of Printers’ Inx for 
November 10 there appeared a letter 
from C. M. Addis, service manager of 
the New York Lubricating Oil Company 
requesting verification of the originality 
of the slogan: “Keep upkeep down.” 
The three letters following calling at- 
tention to the previous use of the 
phrase were received as a result of 
printing Mr. Addis’ letter. They indi- 
cate the necessity of making haste 
slowly in the adoption of a proposed 
slogan. 


N. W. Aver & Son 
PuILapeLpuia, NovemBer, 16, 1921, 
Editor of Printers’ Ink: 

_ Noting in your weekly issue of 
November 10, page 68, an inquiry as 
to slogan “Keep upkeep down,” we are 
sending for your information and use, 
in case you make reply to your corre- 
spondent, proofs of advertisements of 
the Atlantic Refining Company in which 
this slogan appears, and which has been 
in use by them since 1915. 

F. W. Kurtz, 
For N. W, Ayer & Son. 


E. P. Remincton ApvERTISING AGENCY 
Burrao, N. Y., Nov. 22, 1921. 
Editor of Printers’ InxK: 

Notice in your issue of November 10, 
page 68, that C. M. Addis, service man- 
ager of the New York Lubricating Oil 
Co., inquires about the slogan “Keep 
upkeep down.” 

local Ford dealer in Buffalo, the 
Hall Motor Co., ran a contest recently 
for the best copy and layout arrange 
ment to be placed on a billboard. The 
words “Keep upkeep down” were the 
featured line of the successful con 
testant and the board is now painted 
and displayed on the main street of this 
city. 
E. P. Remincton ADVERTISING AGENCY 

E. J. Wetnstock, 
Chief, Copy Department. 


Waverty Ort Works Co. 
PittspurGH, Pa., Nov. 19, 1921. 
Editor of Printers’ INK: 

On page 68 of the November 10 issue. 
the writer observes that one of your 
readers desires to know whether the 
slogan “Keep upkeep down” is in use by 
any dealer in automotive supplies. 

If Mr. Addis does not know already 
that the Atlantic Refining Company uses 
this slogan, he will doubtless be glad 
to get the information. : 

The Atlantic Refining Company 's 
using this slogan extensively here 1 


Pittsburgh. 
W. H. SouTHERN, 
Sales Manager, Industrial Division. 





Bruce Farson, formerly with Critch- 
field & Company, Chicago advertising 
agency, has joined the Chicago office, of 
Albert Frank & Company, advertising 
agency. 
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FRAMED 
PICTURES 
of YOUR 


FACTORY 
HAVE SELLING 


POWER 


cA PICTURE of your factory is visual evidence of the size 
and strength of your organization and the dependability of 
the product it produces. It is often an important factor in 
INFLUENCING SALES. 

Jobbers and retailers welcome these pictures for their walls 
because they reflect credit and importance on their connection 
with your house and influence sales for them. 

Manufacturers of National Importance come to us for the 
production of richly framed bird’s-eye views of plants and 
buildings because we furnish a complete service —PICTURES— 
FRAMING — PACKING — DISTRIBUTION. 

Write us for samples, prices and details. 
Samuel Weinstein, Sec’y and Treas. 
MENGER, RING and WEINSTEIN, 306 West 42nd Street, New York 






















Add These Facts— 


Average personal . 
75,000 etn. cl dagen Business | 


Subscribers “| $10,000 each Executives 


Equals 


the intensive Buying Power represented by 


ROTARIAN 


The Magazine of Service 
Member Audit Bureau of Circulations 
Eastern Representatives CHICAGO Advertising Manager 
Constantine & Hull Great Britain Frank R. Jennings 


7 West 16th St., New York Thos. Stephenson 910 So. Michigan Blvd., Chicago 
6 So. Charlotte St., Edinburgh, Scotland 


Subscription price: $1.50 in U. S. A. and Cuba; $1.75 in Canada; $2.00 in all 
other countries. 


Published Monthly by the International Association of Rotary Clubs 
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Advertising Although Con- 
gress has ad- 

and journed without 
Taxation making radical 


changes in the methods of taxa- 
tion, there are signs tiiat the move- 
ment toward a more rational and 
equitable basis is rapidly gaining 
ground. Postmaster-General Hays, 
in a recent address before the 
Fifth Avenue Association, of New 
York, stated unequivocally that, 
“In addition to a sanely moderate 
income tax, I most earnestly favor 
a ‘sales tax,’ or a ‘production tax,’ 
or a ‘turnover tax,’ or whatever 
you choose to call a system which 
taxes the consumption of goods 
rather than abstinence from the 
consumption of goods.” There 


can be little doubt that Mr. Hays, 
in this address prepared in ad- 
vance, is reflecting the views of the 
Administration. 
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The speaker’s analysis of the 
subject indicates a clear grasp of 
the fact that taxation is a business 
problem in the broadest sense, 
rather than a mere fiscal opera- 
tion, and shows quite conclusively, 
to our thinking, that the system of 
surtaxing incomes and profits is in 
reality imposing penalties upon ef- 
ficiency and thrift. There is little 
incentive to keep overhead and 
operating expenses down when it 
means merely an increase in the 
size of the tax bill, or to under- 
take new enterprises when the 
lion’s share of the gains must be 
handed over to the Government, 
and all losses must be borne by 
the undertaker. 

We have sometimes heard it 
said that the system of excess 
taxes was “a good thing for adver- 
tising,” because it led to greater 
expenditures for space and service. 
Such a notion, however, is ex- 
traordinarily short-sighted. For 
while there undoubtedly was a 
considerable volume of reckless 
spending, it was more than offset, 
in our opinion, by the volume of 
business which never started at all. 
or started on the wrong basis and 
petered out. It is not “a good 
thing for advertising” to pile up 
the records of cases in which ad- 
vertising failed, nor to get adver- 
tisers in the habit of treating ad- 
vertising less seriously than it 
deserves. Better one new account, 
established on a sound and profit- 
able basis, than a dozen flivvers. 

Those who have at heart the 
best interests of advertising can 
view with approval the increasing 
sentiment in favor of a sound and 
equitable system of taxation. Such 
a system is coming, sooner oF 
later, and, when it does come, i! 
will be a good thing for advertis- 
ing and for the business com- 
munity in general. 





If you were mak- 


When Is 1 Staten eal 
ing kitc abl- 

a Dealer > nets and one 0! 
Overloaded? . 4.7 salesmen 


sold a bill of three carloads to 4 
West Virginia department store, 
would you feel the dealer was D& 
ing overloaded? Nine chances 
out of ten the manufacturer hav- 
ing the welfare of his distributors 
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at heart would call that salesman 
on the green carpet and read him 
a lecture on the dangers of over- 
selling. 

But when is a 
loaded? O. P. Perkins, vice- 
president of the G. I. Sellers & 
Sons Company, for example, does 
not fear for the safety of a Sellers 
kitchen cabinet dealer when he 
places orders in carload lots. As 
he told Printers’ INK recently: 
“The reason so many retailers buy 
in such small quantities is that 
they underestimate their own sell- 
ing capacity. It is not wise or not 
even decently honest to use clever 
salesmanship in overloading a re- 
tailer with more merchandise than 
he can sell at a profit. But when 
it comes to developing the dealer’s 
selling capacity and thus making 
it possible for him to sell a car- 
load of kitchen cabinets in the 
place of the few he used to sell, 
something constructive is being ac- 
complished for the benefit of all 
concerned.” 

In other words, Mr. Perkins 
feels a retailer is overstocked only 
to the extent that his selling ability 
and the help he receives from the 
manufacturer permits. Similar tes- 
timony was given in PRINTERS’ 
Ink by C. A. Frary, general man- 
ager of The Wahl Company, 
maker of the Eversharp pencil. 
“We had a hard-working sales- 
man,” said Mr. Frary, “who sold 
large quantities of our pencils to 
Detroit dealers. The sales reports 
led us to believe that perhaps he 
had made the ‘mistake’ of over- 
loading them. We therefore ran 
a special advertising campaign in 
Detroit newspapers. 

“Within three days we had re- 
ceived reorders by telegraph from 
forty-nine of the dealers! In other 
words, it took them just that long, 
under the stimulus of the cam- 
Paign, to empty their ‘overloaded’ 
shelves.” 

Here, then, are two manufac- 
turers, both of whom have found 
it possible to sell retailers in nor- 
mal quantities, in fact abnormal 
quantities, and yet these dealers are 
not overloaded. The explanation, 
it seems to us, lies in the efforts 
Wahl and Sellers make not only to 
get the dealer’s name on the dotted 


retailer over- 
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line but a willingness and ability 
to render valuable assistance in 
moving the merchandise out of the 
store, 

The woods are full of manu- 
facturers whose plants are running 
on part time because retailers are 
not buying. Retailers are not buy- 
ing Because they are not selling. 
And they are not selling because 
they are not so good merchandis- 
ers as the department stores, who 
are selling more today than ever 
before. 

Who is going to make up for 
that deficiency in selling ability? 
The manufacturer. That is what 
Wahl and Sellers are doing and 
that is why they are both so suc- 
cessful advertising in general me- 
diums with more intensive adver- 
tising designed from the retail 
viewpoint, including both news- 
paper, poster, street-car and direct- 
mail, better window-displays and 
improved dealer helps with the 
emphasis on the “dealer” part, 
salesmen trained to work with the 
dealer and his clerks—these are a 
few of the necessities. A retailer 
is overloaded only so far as the 
manufacturer allows him to be. 


Advertising We sometimes 


fail to keep our 


and er 
vert i s - 
Changing ion methods in 
Conditions harmony with 
the changed habits of people. Cus- 


toms are undergoing changes all 
the time. For instance, the auto- 
mobile has enabled us to travel 
more, get around quicker, and see 
more than we did a few years ago. 
As a result, we spend less time at 
home. Alterations in our methods 
of living, just as radical as this, 
are taking place constantly. 

Take such a little thing, for ex- 
ample, as recipes. There is a de- 
cided tendency for the system- 
atic housekeeper to keen favorite 
recipes on cards which she files in 
special cabinets or in loose-leaf 
books. Only a few advertisers 
have recognized this tendency. 
The California Fruit Growers’ 
Exchange, two or three years ago, 
went so far as to get out a recipe 
cabinet. Now the «California 
Prune and Apricot Growers’ As- 
sociation is featuring a set of 
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recipes in its current advertise- 
ments. These recipes are printed 
on gummed slips and can be easily 
pasted on filing cards or in the 
recipe scrapbook. The _ conve- 
nience. of the plan has made a 
strong appeal to women. 

Another well-known many fac- 
turer recently learned what was 
the matter with his business. He 
discovered that he had not given 
sufficient attention to the small- 
unit market which apartment- 
house living has brought into ex- 
istence these last few years. Cliff- 
dwellers were not buying his 
product, which happens to be a 
food, because his packages are so 
large that the purchase of them 
was regarded as wasteful. Intro- 
ducing a smaller package cured 
this situation almost overnight. 
The manufacturer, himself, is now 
wondering why he was slow in ad- 
justing his business to such an 
obvious condition. 


Where A certain sales 
Sampling and advertising 
manager, in an- 

Pays Own alyzing his 1920 
Way advertising ac- 


count, saw that too large a per- 
centage of his appropriation: was 
expended for samples. He be- 
lieved strongly in the efficacy of 
sampling, but he also knew that 
he had no right to let the cost of 
these samples absorb the bulk of 
his appropriation. The trouble 
was that his fund was not large 
enough to permit adequate sam- 
pling and adequate advertising at 
the same time. He had to aban- 
don either one or the other. He 
concluded to sacrifice the sampling. 

Later the idea occurred to him 
to increase the size of the sample 
package and introduce it as a ten- 
cent unit in the line. A_ fifty- 
cent seller was the smallest pack- 
age the company then had. This 
sales executive reasoned that the 
ten-cent size would not only serve 
as a splendid sampler but that it 
could also be marketed at a slight 
profit. 

When the idea was put forward 
at the next board meeting, many 
objections were raised. The con- 
sensus of the gathering was that 
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the small package wouldn't sell, 
and that, if it would, no profit 
could be made on it. Finally it 
was agreed that the sales manager 
could go ahead with his plan, pro- 
vided he would consent to charge 
the manufacturing and sales cost 
of the ten-cent package to his ad- 
vertising account. “I'll agree to 
that, gentlemen, on one condi- 
tion,” he replied, “and that is that 
you credit the account with the 
sales.” 

His proposal was accepted. The 
sample size took like wildfire, 
Production on this unit has in- 
creased to such an extent that the 
package is now being merchan- 
dised at a substantial profit. In 
fact, it is said the net on the 
ten-center will amount to $50,000 
this year. Instead of being a lia- 
bility in the advertising account, 
the sampler has become an asset 
of great value. 

Naturally, the sales manager is 
enthusiastic, and so are the other 
officers of the company. It has 
been decided to continue this same 
bookkeeping arrangement next 
year; and of course the ten-cent 
unit has become a permanent fix- 
ture in the line. It is hoped that 
the profits on the old sampler will 
soon be large enough to balance 
the entire appropriation. 

The incident is valuable, first, 
because it shows how strategy can 
solve a difficult situation, and, sec- 
ond, it furnishes another example 
of the importance of the small 
unit as an explorer of hitherto un- 
blazed markets. 


Agency Has English 
Account 


The Alfred Austin Advertising 
Agency, New York, has secured the 
account of Antony Gibbs & Company, 
Inc., of England. The latter company 
has the American sales representation 
of Hymos tropical worsted cloth and 
Hymo interlinings for men’s clothing 


Austin 


G. S. Pollard Buys Interest 
St. Louis Newspaper 

G. S. Pollard, until recently con: 
nected with the St. Louis Times, = 
acquired an interest in Amerika, a St 
Louis daily and weekly newspaper 
published in the German language. Mr 
Pollard is now general manager of this 
publication. 
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WHY CRANE'S? 


A) 

























Tue responsible head of a business says: 

“All right. Iam convinced that I ought to use 
the best paper I can get for my business station- 
ery. But why Crane's!” 

Why? Because every important bond and 
stock certificate is engraved on Crane’s paper. 

Because many nations issue their currency on 
CRraNE’S paper. 

Because wherever the use cf paper protects 
something of great value, where the paper must 
endure and reflect the greatest possible credit 
upontheinstrument it bears,the paper isCRANE's. 

And the qualities in Crane’s paper that cause 
it to be chosen for such high uses are the very 
ones that the man quoted above needs in his 
business stationery. 


100% selected new rag stock 

120 years experience 

Banknotes of 22 countries 

Paper money of 438,000,000 people 
Government bonds of 18 nations 


Crane’s 


BUSINESS PAPERS 
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A Man in 


Demand 


There is a part of the 
time and all of the ability 
of a finished advertising 
man available to some 
manufacturer or mer- 
chant on the alert for 
better copy. 

He is a seasoned writing 
man. He pictures the 
lily without trying to 
paint it, vitalizing words 
with the impelling breath 
of life. His copy fairly 
talks. 

If you seek a man to 
do the needful, a man 
schooled in creating well- 
turned phrases that suc- 
ceed in well-earned sales, 
address “Writer,” Box 
265, care Printers’ Ink. 





























Copy Writer 
Wanted 


Attractive opening in 
fast-growing New York 
Advertising Agency for 
first-class, experienced 
copy writer and visual- 
izer who knows how to 
put the selling punch in 
food advertising. 


If you can give substan- 
tial evidence of proved 
ability, address, with full 
particulars, “G. R.,” Box 
275, care of Printers’ Ink. 


Your confidence will be 
respected and your letter 
returned if not interested. 
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Thirty to One Buy Advertised 
Brands 


Everywhere there are merchants who 
are more or less certain that the adver- 
tised article is greatly overrated. Pos. 
sibly their particular experience—or 
lack of experience—has led them to 
believe this, but— 

An impartial investigation conducted 
by the National Trade Association re- 
sulted in the following compilation of 
answers: 

Question 1. When you go into a 
store and find two articles of a similar 
nature for sale at the same price, 
one of which is a nationally advertised 
article, which do you purchase? 

Answer: 87.6 per cent buy the adver- 
tised article; 3.6 per cent buy the 
unadvertised article; 8.8 per cent non 
committal. 

That only one person in approxi- 
mately 30 deliberately buys the unad 
vertised article is significant, but here 
is a definite proof that the manufac- 
turers are really creating a good-will 
by their advertising which is valuable 
to them and their Sealers. 

Question 2. When you find two 
similar articles for sale at different 
prices, the unadvertised article being 
priced lower than the advertised, which 
do you buy? 

Answer: 60.6 per cent buy the adver 
tised article; 24.2 buy the unadvertised 
article; 15.2 per cent non-committal— 
Retailers Journal. 


Advertises to Avoid Un- 
employment 

To avoid unemployment in its two 
factories through the winter months the 
Holland Furnace Company, Holland, 
Mich., recently in full-page newspaper 
advertisements in the Middle West de 
scribed a plan of selling its furnaces 
completely installed on a deferred pay: 
ment basis. Through any one of the 
company’s many branches it will bk 
possible to have one of its furnaces set 
up by the company’s own men by means 
of an initial payment sufficient to cover 
the delivery expense. 


$$$ 
———S———— 


ADVERTISING MAN 
WANTED 


One of the largest installment 
furniture houses with a number 
of retail stores in Chicago and 
other cities wants an advertis- 
ing man with broad furniture 
experience and all qualifications 
necessary to take charge of its 
advertising. We expect to pay 
liberally for the kind of service 
we want. Give all details ™ 
confidence. Address “D. L., 
Box 273 care of Printers’ Ink, 
833 Peoples Gas Bldg., Chicago, 
Ill. 
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A rapidly growing organiza- 
tion can use a man who wants 
to grow with it. 


This organization is looking forward 
toavery busy 1922. 1921 has treated 
us kindly. There have been none 
but minor changes in our personnel 
or accounts this past twelve months. 
Many new advertisers are employing 
our services. 


Now we have room for a young man 
preferably between twenty-eight and 
thirty-five to help in rendering the 
best service possible to our clients. 


If you can see the possibilities in a 
connection where such qualifications 
will be intelligently utilized let us 
hear from you by letter. Please say 
definitely what your experience has 
been, with what accounts you have 
been in contact, age, etc. 


The salary will be in proportion to 
the apparent ability. 





McCUTCHEON-GERSON SERVICE 
64 West Randolph Street, Chicago Tel. State 8846 
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The Little 





Schoolmaster’s 


Classroom 


A PECULIAR phase of psy- 
4 i chology in selling has just 
been worked out by the Craig 
Golfmeter sales department. 

The Craig Golfmeter is a con- 
trivance which permits the owner 
to practice every golf shot in his 
home or in his yard. In working 
out the sales plan, the Craig com- 
pany sent salesmen out with a 
Golfmeter and a collection of golf 
sticks. The salesman would set 
up his machine in the prospect’s 
store, get the buyer and his sales- 
people and possibly a half dozen 
onlookers around the machine, 
when he would proceed to demon- 
strate. 

Now, as every golfer knows, it 
is impossible to make every shot 
a good, perfect shot. But the Golf- 
meter salesman did his best. He 
was generally an expert golf player 
and more often than not he made 
good shots to the edification of 
the onlookers. 

Then he would hand the club to 
the buyer or a prospective purchas- 
er and ask him to try it. He 
would step up joyfully only to find 
that more often than not his shots 
went wild. This would disgust 
him or make him the laughing 
stock of the rest of the crowd. 

2. 8 


Gradually it dawned upon the 
Craig people that herein lay a real 
source of weakness. They permit- 
ted the prospective purchaser to 
enjoy the realization of actually 
using the machine. You know how 
the average golfer’s desire to take 
a club in his hand is whetted the 
moment a tee and a ball and a 
club are handy. 

Appreciating this, the Craig 
salesmen no longer use the com- 
plete equipment—no longer do 
they demonstrate with a club and 
actually hit the ball. 

On the contrary, the demon- 
stration is now made with the hand, 
demonstrating all the shots on a 
small scale but keeping the pros- 
pect’s appetite aroused and keeping 
his arms tingling to take a club 





and hit the ball. But this can be 
done only when the machine has 
been bought and actually installed, 
Thus keeping the desire to play 
the machine uppermost, the sales 
talk and demonstration by hand 
goes on to a prospect w hose inter- 
est is maintained and as a result 
sales have been phenomenally 
increased. The Schoolmaster is 
impressed with the fact that an- 
ticipation is sometimes stronger 
than realization when a demon- 
stration is to be made. 
* * * 

Have you ever noticed that 
much of the consumer’s buying 
hinges around some occasion, sea- 
son, or holiday? The fact thata 
circus has come to town causes 
hundreds of farmers living in the 
vicinity to do some buying that 
they have been putting off for 
weeks. They go in to see the cir- 
cus and while there incidentally 
do a lot of purchasing. It is 
nothing at all for a merchant's 
sales to increase several hundred 
per cent above normal on circus 
day. 

A convention has the same effect 
on local business. It isn’t always 
the delegates who do the buying 
either. A great deal of this busi- 
ness comes from the local stay-at- 
homes who have come downtown 
to look the visitors over. It takes 
an occasion to open up the purse 
strings of many persons. 

Of course the attendants at the 
gathering do a lot of buying, too 
It is estimated that the delegates 
and their entourages to the Wash- 
ington Arms Limitation Confer- 
ence will buy millions of dollars’ 
worth of merchandise in New 
York and Washington and other 
cities they may visit. These dis- 
tinguished visitors will want to 
remember the folks back home 
with samples of American handi- 
craft. 

In still other respects does buy- 
ing centre around days. The aver- 
age woman, who is purchasing 
agent for the home, is busy about 
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Flexlume Signs 
Make Any 


Store Front 


Attractive 


EWARK 


you can make your dealer’s store front at- 
tractive—make it stand out from all the 
other stores in the block—by using a Flexlume 
Electric Sign, the kind with the raised, snow- 
white glass letters. 

Hundreds of national advertisers are using 
Flexlumes to “tie” their national advertising right 
to the dealer’s door, to tell people where the 
product they read about can be bought. 

Flexlumes are day signs as well as night signs. They 
have greatest reading distance, lowest upkeep cost, most 
artistic designs, and theradded advantage that any trade- 


mark can be perfectly reproduced in raised Flexlume char- 
acters. 


Let us send you a sketch Showing a flexlume Sign to 
meet the particular needs of your business. 


FLEXLUME SIGN CO., 32 Kail Street., Buffalo 
Flexlume—*Electric Signs made only by the Flexlume Sign Co. 
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Are You Seeking a Sales 


Executive or Branch Man- 
ager for Eastern District? 


Then this is your opportunity to secure 
the services of an exceptional Business 
Executive with wide acquaintance in New 
York and Philadelphia territory. 


Having 13 years of extensive experi- 
ence and broad technical education, I will 
continue to successfully build business. 


Have been Sales Manager, Eastern 
District, of largest Industrial Corpora- 
tion in its field; General Manager and 
Part Owner of large Import and Export 
Company, and Production Manager with 
force of several hundred employees. 


I now seek a permanent connection 
with unlimited possibilities. 


Address “J. S.,” Box 272, care of 
Printers’ Ink. 





A New Loose Leaf 
Binder 


BEFORE YOU PLACE your next 
order for binders, see our latest post- 
less binder which is superseding other 
styles as rapidly as shown. 

NO SPECIAL PUNCHING neces- 
sary, will fit the sheet you now use. 

LOCKS TIGHT on one or 1000 sheets. 
No posts to scratch the desk or tear 
the top cover of the binder. 

SEE THIS BINDER, IT’S WORTH 
SEEING. 


Peerless Manifold Book Co. 


10 Barclay St., New York. 
Phone Barclay 4483. 








In LOS ANGELES the 





earried in October more national 
advertising than a year ago—more 
than the preceding month—more 
than both afternoon rivals com- 
bined 


EVENING HERALD - 167,062 lines 
Other Evening Papers - 134,484 lines 
EVENING HERALD circulation - 139,210 
Other Evening Papers - - - 117,177 


Representatives : 
New York: Chicago: 
H. W. Moloney G. Logan Payne Co. 





09 
604 Times Bidg. _ 432 Marquette Bidg. 


her household duties most of the 
time. She obtains her groceries, 
meats and such things at the 
neighborhood stores from day to 
day, but the purchase of clothing, 
furniture and all the big items is 
postponed until she goes down- 
town. Some women visit the 
marts of trade often; others go 
downtown only occasionally, but 
when they do go, the bank account 
gets an awful wallop. Women liy- 
ing in the suburbs may visit the 
nearby city as often as once a 
week to go to the theatre, to buy 
a few odds and ends and to do 
window shopping, but the heavy 
buying for the home and family 
is likely to be done on only five or 
six occasions during the year. 
These are likely to be at the be- 
ginning of the seasons and before 
such days as Thanksgiving, Fourth 
of July, Labor Day, ete. 
* * * 


The Schoolmaster has often 
wondered if it were necessary for 
the advertiser to take these spas- 
modic buying impulses of the con- 
sumer into consideration. It would 
be a mistake, of course, to pay too 
much attention to these fluctuat- 
ing buying habits. The main thing 
to do is to keep the advertising 
going and it will then catch people 
when they are ready to buy and 
will have them sold long before. 
In some ways, though, it is well 
for the advertiser to recognize 
these occasions. 

An occasion that should be thus 
recognized is the opening of 
school. Thousands of families 
practically suspend normal living 
during the school vacation period. 
They go away to the mountains 
or the lakes or the seashore and 
do not buy anything unless it is a 
necessity of their rustic life. The 
opening of school is the signal for 
these people to return home, not 


— 
a 











HARD WORKER 
eleven years with an engineering weekly 
of which he is now managing editor 
WANTS A CHANCE TO 
begin a job with possibilities. — He's an 
engineer and journalist experienced in 
various branches of publishing and 
realizes that on a new job he'll have 
WORK HARDER 


Address “H. S.,’’ Box 263, Printers’ Ink. 
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A Practical Way of 
Reaching Retail Salespeople 





During the last two years I have aided ten manufacturers 
and wholesalers in reaching retail salespeople—making them 
better salesmen on everything (thereby pleasing their em- 
ployers), while at the same time making them thoroughly 
familiar with certain products. 

Any executive with an advertiser or advertising agency who 
has been far-sighted enough to think of what might be done 
by getting closer to the person who at the last must make the 
contact with the consumer can get interesting details from 
me without putting himself under any obligation. 

I taught salesmanship for five years. My present plan is 
the result of a lot of experience. 


First National Bank Bldg. 
} 7 ey) Easton, Pennsylvania 


P.S.—If you flatter yourself that retail'salespeople now repre- 
sent your goods properly, give yourself a little entertainment 
by visiting a dozen stores in the role of a customer. 
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For Prosperity— 


Come to MONROE! 


Monroe’s thriving industries, its richness in natural 

resources and its progressive, contented people have 

made it a City of more than unusual possibilities. 

Industries, Individualsk—link YOUR future with 
this flourishing City of the South. 


CHAMBER OF COMMERCE 
MONROE, LOUISIANA 


“EARTH’S GREATEST GAS FIELD!’’ 
400 SQUARE MILES 
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FOR SALE 








































Controlling interest, young 
National business. Highly en- 
dorsed, patented, mechanical 
specialty. 


Easily carried, 
sold, shipped. Unlimited field, 
Extraordinary opportunity for 
man or group of men with 
moderate capital. 

Address “F. M.,’’ Box 269, 
care of Printers’ Ink. 








| Advertising Manager 


N PART TIME. 


Iam advertising 
manager for largest con- 
cern of its kind in the 
world; new arrangement 
enables me to give part 
time to one other firm; 
will establish complete 
department—copy, layout, 
engraving, printing, house 
organ, letters; engineering 
degree; unquestionable 
references. Address **C.K.”’ 
Box 270, care Printers’ Ink. 



















Mr Dy wake up, boy! 
‘ Groom _ here's Gprorbanity! 
" r a 


Mailing Lists - Multigraphing -Addressing - Mailing 
Complete Mailing Service 
SAMPSON & MURDOCK CO. 


Boston Providence Worcester 








vated Bilheads 54x! 
1000 Printed Statew'ts 5'418% 4.50 
SAMPLES FREE 








THE MILL EDITION OF 


Concrete 


























PRINTERS’ 





Address “ R ”, Printers’ Ink 
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only to get the kids ready for 
school but to buy dozens of other 
things for the family that have 
been neglected all summer. All 
families who have children, even 
though they have not been away 
for the summer, have to start in 
buying when the school bell rings, 

Perhaps the school season was 
recognized by advertisers more 
this last fall than ever before 
Numerous industries sent out spe- 
cial advertising circulars, electros, 
sales material, and other helps of 
this sort in which the school motif 
was strongly emphasized. The 
school argument brought itself 
into the national copy of numerous 
other manufacturers. In fact 
“school” for sixty days became 
one of the most prominently used 
talking points in the sales litera- 
ture of the year. 

Christmas, of course, is another 
season that opens up purse strings 
that have been closed for months 
It, too, can be legitimately recog- 
nized by advertisers as a talking 
point of paramount power. 

a a 

The Schoolmaster has had a 
letter from J. B. Gregg, of the 
W. A. Schaeffer Pen Co., that 
shows an unusual and very fitting 
manner of bringing an advertiser's 
chief thought to a prospect. The 
Schoolmaster has for some time 
noticed the advertising of the 
Schaeffer Company, and it has 
always left only one phrase in his 
mind, and that is “the lifetime 
pen.” 


2-Color 
Printing 
Exceptionally low costs on 


fine catalog and book work 
in long runs. 





We have for sale excess capacity 
of new Cottrell two-color two-side 
web rotary magazine press, deliv- 
ering sheet 24) in. x 35% m. 
Finest color work at cost far be- 
low any flat-bed equipment. 
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Mr. Gregg, instead of having 
the name of his company or his America 
title come below his signature, has 
had, typewritten, the words Est. 1873. Chicago 
“signed with a lifetime pen.” ; 
This tie-up with the thought of The Largest Paid 
all its advertising, to the School- Circulation in the 
master, appears natural, of a Lumber Field. 
good-natured flavor, and forceful. MEMBER A.B.C. 
To Publishers Who Want Representa- 
New Accounts for Burns-Hall tion in the East and Middle West 
Ag : An organization of four men, with offices 
gency in Chicago and New York, at present 
The Wisconsin Motor Manufacturing acting as Advertising Manager, Publish 
Company, West Allis, Wis., manufacturer er’s Representatives and Copy Service 


Department for one business publication, 


f “Wisconsin” motors for automotive, 
desires to take on one or two more busi- 


industrial and marine use, has placed its 


advertising account with the Burns-Hall ness publications for all or part_of the 
Advertising Agency, Milwaukee. service mentioned. Address »  * 
The Federal Pressed Steel Company, Box 274, care of Printers’ Ink, 833 Peo- 
Milwaukee, now entering production on ples Gas Bldg., Chicago, 





safety deposit boxes, has also appointed WHAT IS YOUR PROBLEM? 


Burns-Hall its advertising agency. The Search Light 
° ° ° ASK Anything You Want to Know 


9 ° 
Forms Publishers’ Financial A Special Service Organization—F ounded in 1895 
’ scr a Investigators, Researchers, Statisticians, 
Advertising Agency Writers, Illustrators, Editors. 
B. Turley Dillon has established a A Library Comprising Millions of Records, 


publishers’ financial advertising agency Clippings and Pictures. 

at New York. He will represent the - ae Rh a non ang ol ie 

Chicago Jo , of merce, Bostor der-President and Executive rman, 
rw at ammres ata Francis Trevelyan Miller, LL.D., Litt.D. 


News Bureau and Washington News 
Bureau. Mr. Turley was formerly with 450 Fourth Avenue, New York. _[Mditor-in-Chief 


the New York Journal of Commerce. SEEKING GROWTH 


a — of | | Seventy joo geatante, 

‘ T a .. 911; publicity and advertising man- 

J. C. O’Connor with Bond ager of city department ctere Gstag & 
Brothers millions annually. Writer with imagi- 
native touch; idea man. Present posi- 
J. C. O'Connor, formerly on the sales tion permanent, if I choose; but, to 
staff of the Murray P’ rinting Company, | gain expert knowledge of different ad- 
Chicago, has now taken a similar posi vertising problems, seek connection 
tion with Bond Brothers & Company, | with large institution or agency. Ad- 
Inc., printers, of that city. dress “‘D. G.,”” Box 262, Printers’ Ink. 

















THAT AD-MEDIUM MARVELOUS 


Billboar 


AMERICA’S THEATRICAL 
LEADING WEEKLY picest 

NE ; 

1493 Brosdway ASK THE ACTOR 555. DearbornSt. 














‘CANADIAN ADVERTISING 


CALL IN 


SMITH, DENNE & MOORE 


RONTO LIMITED MONTREAI 
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Direct Mail Advertising 


reduces cost of selling POSTAGE 
MAGAZINE—published monthly—tells 
how to write Sales-Producing Letters, 
Circulars, Booklets, House Magazines. 
Send $2.00 for 12 months’ subscription. 


POSTAGE, 18 E. 18th St., N. Y. 


60 MINUTES OF INTEREST IN 
EVERY HOUR OF WORK 
Is My Motto 

Why are you reading this “Ad”? Be- 
cause you are looking for an efficient, 
ambitious, conscientious young woman. 
I am said to be that. Have had experi- 
ence in placing ads and know newspaper 
methods of handling such. Would like 
New York City connection about Jan- 
uary Ist. Address “K. R.,” Box 267, 
care of Printers’ Ink. 


CASH PRIZE CONTESTS. 


Our Lists show over 70 CON- 
TESTS and over $100,000 in cash 
prizes each month. Send for 
Bulletin No. 24. Thomas & Co., 
Publishers of Lists, East Had- 
dam, Conn. 


High Grade Printing 
FOR HALF PRICE 
Send stamps for samples of our high 
grade work and standardized price list 
that shows you in actual figures the 

money we can save for you. 
GEORGE S. McGINLEY 
53-A, 1129 West Moyamensing Ave., Philadelphia 














Reminiscent of War Drive 
Advertising 


“Suppose Nobody Cared” was the 
slogan used by Cleveland in the third 
annual Community Chest campaign re 
cently completed. A quota of some 
three and three-quarter million dollars 
sought for organized charitable work 
was liberally oversubscribed in the week 
of the drive. 

Full page space in the dailies was 
used. Representative firms included 
fund appeals in their regular advertise 
ments and donated window space to dis- 
plays featuring one or more of the 
hundred-odd charitable agencies whose 
budgets are provided by the fund, 


Plan Campaign for Shock 
Absorber 


The Chicago office of the Campbell 
Ewald Company, Inc., Detroit advertis- 
ing agency, has secured the account of 
the Auto Specialties Manufacturing 
Company, of St. Joseph, Mich. An ad- 
vertising campaign will be placed at once 
featuring the company’s “Drednaut” 
shock absorbers. 


Joins Advertising Staff of 
Chicago Firm 

P_ J. Baietti has been appointed 
assistant advertising manager of Alfred 
Decker & Cohn, Chicago, makers of 
Society Brand clothes. Mr. Baietti was 
formerly with the copy and service staff 
of the Federal Advertising Agency, Inc 
New York. 


Has Seed Account 


The Louis S. Darling Company, of 
Petoskey, Mich., seed firm, has placed 
its advertising account in the hands of 
Frank B. White, agricultural advertisers 
service, Chicago. Farm and genera 
mediums will be used. 














MULTIGRAPHING 


FOR THE “DISCRIMINATING” 


Circular Letter Service 


Incorporated 
221 Fulton Street New York 
Phone: Cortlandt 0333 











60% she Unusual Creative 
Service Department 


mae Complete Personnel 
t 
A Plan and equipmen 
. Two young men - successful 
An Artist aS developed 
Visualizer their combined experience 4s 
Designer writers and designers of direct 
: mail Campaigns, house organs, 
A Direct _ ing service, and national 
work, @ plan that yee new 
Writer fields of business to 
Executive _ ive oganization that will bck tex 


Send for Portfolio containing Full Details 
Address “‘P. N..”” Box 268, care of Print- 
ers’ Ink, 833 Peoples Gas Bidg., Chicas». 





“GIBBONS Knows CANADA’ 


rORONTO MONTREAI WINNIP? 
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Classified Advertisements 


First Forms Close Friday Noon; Final Closing Monday Morning 








HELP WANTED 


Salesman of experience can make de- 
sirable connection with Pacific North- 
west Advertising Agency. Address, 
with all particulars, Box 794, care of 
Printers’ Ink. 








Wanted—Young woman familiar with 
A.B. C. subscription work by a trade 
publication of 7500 circulation. State 
experience and salary expected. Box 
809, Printers’ Ink. 


World’s Fastest Selling Auto Accessory ! 


County distributors wanted; write to- 
la. G. L. W. Spring Oiler Co., San 
Diego, Cal 


PHOTO-ENGRAVING SALESMAN 

\ mighty interesting selling proposition 
s here waiting for a live, experienced 
salesman to take advantage of it. Box 


802, Printers’ Ink, 











Advertising Solicitor—To represent a 
prominent banking magazine in East and 
Middle West. Capable of closing large 
contracts, direct or through agencies. 
Residence immaterial. Opportunity to 
make $10,000 a year. Box 803, P. I. 


Capable Composing Room Foreman for 
umon shop operating eleven linotypes. 
Location, Southwest. Want an organ- 
zer—a man capable through diplomacy 
rather than form of re-establishing a 
fair standard of production and yet 
sufficiently forceful to control the com- 
posing room. Permanent position for 
man capable of producing results. Box 
792, care of Printers’ Ink. 


This Is a Real 
: OPPORTUNITY 
lor some young copy man (25 to 30) 
who wants to get in right with a young, 
rapidly-growing agency in Ohio. Several 
national accounts to handle, with large 
volume of local business. Must be man 
of ideas, able to think straight and ex- 
press himself with clearness and_force. 
No dreamer or puddler wanted. Experi- 
ence im agency copy writing essential. 
Newspaper experience and acquaintance 
helpful. _ Send samples with details of 
your business career, and present salary. 
Good salary and rapid advancement for a 
teal live producer. Box 823, P. I. 


Financial Writer Wanted 


An experienced financial advertising 
man, preferably with financial editorial 
experience also, is wanted by an agency 
in Baltimore, Md. 

he applicant should be _ especially 
qualified to handle investment adver- 
using, including the writing of weekly 
or monthly financial reviews. 

pecimens of work done for banks, 
trust companies and bond houses should 
be submitted, together with a somewhat 
tailed account of the applicant’s finan- 
Gal advertising experience. Box 788, 
care.of Printers’ Ink. 

















Wanted—Secretary for trade asso- 
ciation; must have established or- 
ganization to carry on work. Box 
825, Printers’ Ink. 


ADVERTISING SALESMAN 
Man with successful trade paper ex- 
perience. Can write his own ticket. 
Give full details first letter, Box 790, 
care of Printers’ Ink. 


SALESMEN 
calling on stationery, cigar, drug, depart- 
ment stores, etc., to sell wonderful new, 
entirely different, silver-plated Automatic 
Pencil that lights as well as writes; $1.00 
retail; year-round seller; commission. 
Write quick, stating qualifications. The 
Art Metal Works—Pencil Department, 
7-15 Mulberry Street, Newark, N. J. 


ADVERTISING MANAGER with ex- 
ecutive ability, having a broad knowl 
edge of advertising, qualified to select 
mediums and judge copy. Position re 
quires previous experience in writing 
copy and advertising patent medicines 
and other products marketed through 
lrug stores. Reply in own handwriting, 
stating age, experience, salary expected, 
qualifications and references, Perma 
nent position. Location New York City. 
Only applicants with experience and 
ability will be considered. Box 797, 
care of Printers’ Ink. 














Unusual Opportunity for young man 
experienced in lettering and figure work 
willing to accept moderate starting salary 
for promising future. In reply give age, 
experience, married, salary, and send 
samples, which will be returned. Tauber 
Advertising Agency, 538 Star Building, 
Washington, D. C. 


Assistant Wanted for Sales and Adver- 
tising Manager (Middle West clothing 
manufacturer, nationally advertised). He 
will prepare copy and layouts, letters and 
selling plans for dealers, and act as a 
sort of dealers’ Advertising Department. 
He will correspond with customers, sell 
them by mail, keep them friendly to the 
House while refusing unreasonable de 
mands, prepare form letters, advise mer 
chants by mail and in person, and in 
general act as right-hand man and assist- 
ant to a busy and harassed executive who 
will load him with all the work he can 
carry and give him a chance at a future 
as bright as the successful applicant’s 
speed, mentality and thoroughness can 
make it in an old, rich concern that 
needs good men. Tell (1) age; (2) 
experience in detail; (3) references; 
(4) minimum salary. Send (1) sam- 
ples of pencil layouts; (2) of finished 
ads; (3) of form letters; (4) of. sell- 
ing—and of adjustment correspondence, 
if possible. Sending photo would be 
an advantage. All submitted matter re- 
turned registered mail. Box 789, care 
of Printers’ Ink. 
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Wanted 
preferred, who understands the funda 
mental principles of modern publicity 


methods and has had practical experience 


in developing, selling and preparing copy 
for trade-paper advertising. Reply should 
cover age, nationality, religion, educa 
tion, experience, references and _ salary 
expected. Address Box 824, care P. 1. 
° 

Sales Letters, Advertis- 
° ee 

ing, Publicity Manager 
A protessional service organization wants 
4 man to assume responsibility for sales 
promotion, write effective sales letters, 
prepare some advertising and general 
publicity copy, supervise the distribution 
»f selling circulars and other printed 
matter, and make occasional calls on 
prospective cirents, 

Our executives are willing to advise 
the newcomer, but we want a man fitted 
by training and experience to do creative 
work on his own account, and to develop 
rapidly to larger responsibility. 

in reply, give the facts which you re 
gard as essential for your availability to 
be considered in comparison with others, 
and among other things state your age, 
education, connected chronological. ac 
count of business experience since leav- 
ing school, present and expected salary, 
reason for desiring to make a change, 
and how soon available. 

Mention explicitly any experience you 
have had with the accounting, financing, 
x production planning of any manu 
facturing business; or what, if any, sys 
tematic instruction you have had on 
these subjects. 

If your experience has been restricted 
to the selling of commodities, please do 
not reply to this advertisement Box 
808, care of Printers’ Ink 





MISCELLANEOUS 


GILBERT P. FARRAR 
Direct Advertising 
Single Units or Complete Campaigns 
Prepared Only, or Produced Entirely 
116 West 32nd St., New York City 


WANTED—A second-hand Multi- 
graph Machine in good condition. 
Communicate with Box 812, care 
of Printers’ Ink. 


DRAWINGS 


for your advertisements. Straight illus 
trations, cartoons or decorative art work 
drawn to your order, Deal direct with 
the artist for results. Send for free 
sample folders. R. Diger, 2016 Allen 
Ave., St. Louis, Mo. 


FOR $35.00 


Your two-inch display goes in 210 
Country weeklies. 100 N. Y¥., 47 Pa., 
10 Conn., 53 N. J. Every line is read 
in a country weekly. All space sold 
up to four weeks in advance. Get your 
copy in NOW. 
LAWRENCE F. DEUTZMAN 
Syndicate Advertising 

507 Fifth Avenue 











A young man, college graduate 
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House-organs, folders, booklets, et, 
Well-equipped concern doing work for 
New York firm for many years can take 
additional work. High-class; prompt de. 
livery, close co-operation, STRYKER 
PRESS, Washington, N. J. Phone 100, 


Printing Plants and Businesses 
Bought and Sold 
Printers’ Outfitters 
CONNER, FENDLER & CO, 
New York City 








WANTED 
AN INDUSTRIAL PAPER 
An experienced publication man will 
buy a technical periodical, or interest 
in same. It must be a leader in its 
field, or a close competitor of the 
leading publication, Write, in conf- 
dence, to Box 795, Printers’ Ink. 














THE CANADIAN MARKET. Canadian 
organization, selling to retail jewelers 
and opticians throughout Canada, will 
undertake the manufacture and sale, 
or both the manufacture and sale, of 
one or two specialties of merit either 
of a similar or some other line, This 
is an opportunity for some Canadian 
or United States manufacturer to mar- 
ket his product economically in 
Canada. Address Box 798, care of 
Printers’ Ink. 





POSITIONS WANTED 
CORRESPONDENT-STENOGRAPHER 


Young man (28), expert letter writer 
knowledge advertising; office manager; 
wide experience; wishes position where 
merit wins promotion. Box 799, P. I 
ADVERTISING MAN who can build 
an attractive catalogue and prepare 
direct-mail literature, based on a sound 
analysis of your market and who cuts 
the corners on costs, is available 
New York for a part-time proposition 
or to quote on job, Expert mail-order 
counsel, Box 807, care of Printers’ Ink 











ADVERTISING AND PRODUCTION 
MANAGER 


Expert make-up, layout man, understands 
art. work, printing, engraving and typog 
raphy, Have acted in this capacity for the 
past ten years with three of the largest 
organizations. Familiar with every phase 
of advertising production. Highest cre 
dentials. ‘“‘R. D.,” 1493 Broadway, New 
York; Room 210. 





WRITER AND EDITOR 
Experienced trade journal, advertis- 
ing and general publicity writer and 
editor seeks part-time position of 
from two to four days a week. Can 
cover news assignments, write up it 
terviews, direct advertising literature, 
press notices, etc., or edit a trade pub 


lication or house-organ. Reasonable 
compensation. Room 422, 25 West 
42nd Street, New York. Telephone, 





Longacre 8352. 
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YOUNG MAN, 19, agency and publica- 
tion experience, knowledge of art work 
and engraving, prefers position produc- 
tion department. Box 804, care of 
Printers’ Ink. 





ARTIST 
First-class retoucher and designer seeks 
permanent position where there will be 
some chance for advancement. Box 811, 
Printers’ Ink 


Fashion and Adve rtising Copy 
Writer; European and New York 
experience; wants free-lance work. 
Box 801, Printers’ Ink. 


Mr. Advertising Executive—Can you 
ise the services of a live young man? 
Collegian, 23 years of age, with 33 
years all-around agency’ experience. 
Box 818, Printers’ Ink. 


coPpY CHIEF—FREE LANCE 
Fight years’ with big N. Y. agencies. 
Will handle advertising for business 
house, manufacturer, or agency. Expert. 
Reasonable. Box 817, Printers’ Ink. 


ARTIST OR DIRECTOR 
All-around artist, national record, seeks 
position. Visualizer, copy writer. Un- 
questionable references. Box 814, care 
of Printers’ Ink. 














Advertisement Writer—Experience in- 
cludes newspaper, magazine and direct 
mail campaigns. Writes cleverly and effec- 
tively. Familiar art, printing, engraving; 
active, practical. Age 22. Box 816, P. I. 
ART DIRECTOR 
Original Visualizing. 
Intelligent Typographic Layouts. 
eficient Art Production 
Box 821, Printers’ Ink. 


COLLEGE WOMAN domestic 








domestic ‘science 
training—desires connection with manu 
facturing concern as cafeteria manager 
or food-tester. Pre vious experience. Ad- 
dress Box 820, care of Printers’ Ink. 


Specialist in “She” Stuff 


Young Woman Copy Writer with fash 
ion magazine, department store and 
agency experience. Can paint word pic 
tures that appeal. At present free-lanc 
ing, but wants permanent position with 
portunity to grow Box 822, P. I. 





College Graduate, 32 years old, seeks 
position as department head or as as- 
sistant to executive in steel company 
or manufacturing concern. Six years’ 
experience in both operating and sales 
end of steel industry. Possesses strong 
personality, sound judgment, initiative 
and enthusiasm. Location immaterial. 
Address Box 796, care of Printers’ Ink. 


NEW YORK ART DIRECTOR with 
unusual ability seeks new connection. 
horoughly experienced and capable. A 
versatile and clever artist with vision 
and virile ideas. Not a mere “Rough” 
specialist. Not a bluffer, but a worker. 
as an uncanny knack of getting things 
done . . . can do the work himself if 
hecessary. Knows art prices and appre- 
ciates his responsibilities. Well educated, 
good address and appearance. Age 30. 
Box 819, Printers’ Ink. 
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Circulation Auditor, formerly with A.B.C. 
Understands A.B.C, circulation data. De- 
sires position as Circulation Auditor, or 
Manager, with magazine; also as Assistant 
to Space ~ og in Adv. Agency. Box 793, 
Printers’ Ink 
Stenographer—Copy Writer 

I am qualified to be of great assistance 
to a busy advertising executive. Expert 
stenographer and _ secretary Graduate 
Columbia Copy Writing Course. Excel- 
lent references. Immediately available. 
Write Box 810, Printers’ Ink, 


COPY WRITER—LAYOUT MAN 
Rough sketch idea artist, typographical 
arrangements, dummies; broad see 
(big) advertising agency experience 
writing and visualizing prominent na 
tional and mail-order campaigns. Piece 
work or full time. Box 813 a 














EDITOR DESIRES POSITION WITH 
ORGANIZATION WISHING TO PUB 
LISH HOUSE-ORGAN of such merit 
as to produce results from standpoint of 
prestige and good-will as well as dollars 
and cents. Has had wide experience in 
editing sales-organs and official publica 
tion of national trade association. Box 
791, Printers’ Ink 








Increase Your Sales 


by adding to your force a man 
who will get orders because he 
is NOT the “order-taker’’ type 
Would be interested in opportu 
nity to sell space. If you are 
in search of loyalty, ambition, 
proven ability, write Box 800, 
Printers’ Ink 





Associate Editor—Young woman seeks 
position on trade or technical publication 
that will enable her to profit from varied 
magazine experience, editing and writing 
articles, news stories, promotion letters, 
interviewing, make-up, preparation of 
engraver’s copy; literary ability com 
bined with common sense, tact, initia- 
tive, determination. Box 805, P. I 
Copy Chief and Plan Man with thor- 
ough knowledge of commercial art, en- 
graving and printing, agency, printing 
house and commercial studios experience 
wants position where his broad knowl- 
edge of advertising will be profitable to 
employer and himself. University and 
art school education, married, Christian, 
Box 806, Printers’ Ink, 833 Peoples Gas 
Bldg., Chicago. 





SAR =r 
MAIL ORDER EXECUTIVE 


Young Advertising Man with record in 
production of successful mail-order cam- 
paigns, available to responsible concern. 
Thoroughly experienced in copy, agency 
routine, printing and art production, fol 
low-up systems, C Rouheoel experience in 
ninety per cent of the leading periodi- 





cals. Unmarried, six years’ experience, 


moderate salary required, Splendid ref- 
erences. Middle Western location pre- 
ferred. Box 815, Printers’ Ink, Peoples 
Gas Building, Chicago. 
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TEN WORDS 





—and make them 
Stick! 

It isn’t what you say in 

your advertising that 

counts— it’s what the 


public gets and re- 
tains. 


Outdoor Advertising 
not only conveys your 
message but makes it 
stick in the minds of 
the public. 





‘Jhos. Gsack G. 
Outdoor Advertising—Nation Wide 


CHICAGO NEW YORK 
Harrison & Loomis Sts. Broadway at 25th a 


_ = 
































| Outdoor Advertising builds sound,enduring business = 
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Sa DAILY G NEws Fh 


"gga As the Rate Goes 






Up, the Costs 


Come Down! 





With every increase in rate subsequent circulation gains 
have consistently reduced the cost of Daily News 


advertising. 


While the rate was 40c 

per agate line, from February to July, 1920, 
the cost per agate line per thousand circula- 
tion averaged $.00187. 





While the rate was 50c we 
in July and August, 1920, the line cost for | ee 
that period was $.00186. x ] 







While the rate was 60c 
from September, 1920, till July, 1921, the [ lé 


line cost averaged $.00167 for the 6oc rate. Y. 


While the rate was 65c 
in August, September and October, 1921, the 
line cost reached a new low level of $.00149 


for that period. 





History will repeat itself. Advertisers will do well to buy on 
a rising market. For all details and specific facts address 
512 FIFTH AVENUE, NEW YORK 
TRIBUNE BUILDING, CHICAGO 
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